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Take a look at the third in a world- 
famous line of small offset presses. 
Your money’s safe on this favorite. 

Its granddaddy, the Harris LSB, was 
earning big money for its owners 
even in the tough competition of 
depression days. 

Its father too, the Harris LTG, 
has been the foundation for many 
a business. The military model also 
did duty for the armed services on 
every continent. 


Now comes a press that will out- 
perform them both in quality of 
print... saleable sheets per day... 
operating convenience. Particularly, 
it has the features which press owners 
and operators have asked for in a 
small offset press. 

Today’s race is too rugged for any 
but the top performers. That’s why it 
takes a mew Harris to stay out in front. 

Ask us to prove how this 17 x 22 
can increase your production. 


HARRIS-SEYBOLD 


GENERAL OFFICES, DEPT. S, CLEVELAND 5, OHIO 
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HARRIS MODEL 122A (LTV) 


17 x 22” Offset Press 
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= /uis NEW brochure by Lucian Bernhard himself is just off the press and 
available on request. Here the famous type designer demonstrates 
by widely varied examples how these Bernhard faces express 


elegance, quality and luxury. Write for your copy today. 
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@ DAVID L. HARRINGTON was re- 
cently elected President and Chairman 
of the Executive Committee of Reuben 
H. Donnelley Corporation of Chicago. 
Dave has for years been an active mem- 





ber of both the Direct Mail Advertising 
Association and the Mail Advertising 
Service Association. His many friends 
applaud his step up the ladder... 
and wish him well. 


| 
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@ ANOTHER NOTABLE  STEPPER- 
UPPER is F. Henry Savage, formerly 
sales manager of the book and bond 
division of International Paper Com- 
pany. He was recently made Assis- 
tant General Sales Manager for the 
entire operations of the company... 
an advance which all of his friends 
agree is well deserved. 

‘el 

eo@e@de 
@ THE MAIL AROUND NEW YORK 
seems to be flooded with the efforts of 
the latest “business directory” operation 
. . « to fool people into believing the 
bill they get for a “listing” is a legiti- 
mate bill. If any Reporter readers re- 
ceive such notices . .. please send 
them to us. Will help in the investi- 
gating. 


eee 


@ ROBERT S. CLARY, 4551 Griffin Ave- 
nue, Los Angeles 31, California has just 
issued a new revised 1951 edition of his 
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book on newspaper promotion, titled: 
“71 Ways to Build up Your Newspaper.” 
It sells for $10 a copy, with an uncondi- 
tional money-back guarantee. Mr. 
Clary is a firm believer in direct mail 
even though a promoter of newspaper 
advertising. Ninety-two per cent of all 
his customers in 22 different nations 
have been sold wholly and solely by 
direct mail. He is using an interesting 
newspaper style circular for promoting 
the new edition. 


JJ) 


@ IT’S ABOUT TIME! The Post Office 
has finally (February 16, 1951) a- 
mended its regulation concerning lot- 
teries so far as fishing contests are 
concerned. The whole thing was rather 
silly. Previously the Post Office had 
ruled in some cases that the adver- 
tisements of fishing contests were a 
violation of the lottery laws. News- 
papers were prevented from publishing 
news or advertising about these con- 
tests. 


_ 
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@ LONG WINDED. Somebody recently 
ran an advertisement in the New York 
Herald-Tribune addressed “To Com- 
pany Presidents.” The writer sought 
a $12,500 job as an advertising mana- 
ager. His lead sentence contained ex- 
actly 56 words . . . which, if read out 
loud, leaves the reader out of breath. 
Incidentally, The Reporter staff is al- 
ways willing and anxious to help cap- 
able direct mail people find jobs. Or 
to help business organizations get in 
touch with capable people. Send com- 
plete information by mail and 
we will see what can be done. 
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@ RALPH COXHEAD’S many friends 
met at noon on Saturday, February 10, 
at the Campbell Funeral Home in New 
York to mourn his sudden and untimely 
passing. Ralph (age 58) was the man 
who took over the Vari-Typer when it 
wasn’t a very workable or successful 
machine. He put his previous inven- 
tive experience to work and built a 
worthwhiie product and a sound or- 
ganization to manufacture and sell it. 
The Chicago printing strike brought the 
typewriter with changeable faces and 





| @ Another MOSELY Exclusive! 
BORA AS) 
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UNIQUE LUXURY GIFT 
MAIL ORDER BUSINESS 
FOR IMMEDIATE 
PURCHASE 


Includes over 90,000 MIDDLE 
and UPPER-BRACKET 


MAIL ORDER BUYERS who are respon- 
sive to quality mail order Gift Offers— 
can be bought as a business or a List. 


BOSTON.—An exceptional opportunity to own 
an atmospheric, unique top-flite luxury gift 
business direct-mail to . including 
a Mail Order Customer list of 94,000 
middle- and upper-bracket consumers and 
8,000 inquirers. is offered for immediate ac- 
ceptance (subject to prior sale). 





@ Personality Specialty Gift Business 


Over $50,000 has been spent in national 
magazine and direct mail to build this colorful 
personality, specialty business to the mail 
order “carriage trade’’! Gross annual re- 
venue for addressing to the list for others 
averages $10,000—will help it pay for itself. 
in part, in due course. List clean. 





List clean. 


@ Mail Order Business of Your Own 


—or to expand YOUR present clientele 

If you've been looking for a sizable con- 
sumer mail order gift business of your own, 
here’s YOUR opportunity for getting into the 
“big-time” fast. If your overhead as a Mail 
Order operator is taken care of by your 
regular Mail or Retail business, this will bring 
YOU fast. solid GROWTH this year. 


Owner of high integrity and broad experi- 
ence will coach you how to operate. 


@ Ready To Go This Year 


You can acquire at once (subject prior sale) 
a business which, operated on its own, can 
do a substantial total for you this year, 
with a high Christmas peak . .. or you can 
add the 94,000 Customers to your own list 
and EXPAND YOUR MAIL ORDER SALES 
VOLUME (Owner has excellent reason for 
selling). Substantial invest: t required, 
but not more than a sizable national adver- 
tising campaign (which might produce 
less.) 








@ Offered ONLY by MAIL ORDER 
LIST HEADQUARTERS 


WIRE or MAIL REQUEST for confidential 
numbered MOSELY BULLETIN RE-B, sample 


mailings, etc. 


“ 0 $ E L Y Selective LIST Service 


38 Newbury Street Boston 16, Massachusetts 
COmmonwealth 6-3380 


Charter Member National Council 
of Mailing List Brokers 
NEW MAIL ORDER CUSTOMERS IN VOLUME 














SAVE TIME 
AND MONEY! 
TIE BUNDLES 

AND PACKAGES 
THE EASY WAY 
WITH THE FAMOUS 

SAXMAYER 
NO. 6 TYING 

MACHINE! 





Latest addition to the SAXMAYER 


line is this highly efficient general 
purpose machine especially suited 
for tying such things as mail in 
direct mail departments. Using 
either twine or tape, it ties all 
shapes and sizes of packages up 
to 6 inches high. Attractively 
finished in enamel with white 
porcelain top. Legs furnished at 
slight additional cost. 

Whatever your tying problem 
there’s a SAXMAYER to meet 
your requirements. Write for il- 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in- 
dustries. 


DEPT. A 


NATIONAL 


BUNDLE TYER COMPANY 


Blissfield, 
Michigan 











spaces into international prominence. 


Ralph was a great crusader ... and he 
will be missed. His brother Stuart, 
long associated with the company, will 
direct future operations. 
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@ SPEAKING OF BREVITY ... there 
is a mortgage banker down in Wash- 
ington, D. C. who is doing a bang-up 
direct mail job. With a minimum of 
words. A recent 8-page, 6 by 9 inch 
booklet issued by Frederick W. Berens, 
Inc., 1528 K Street, N.W. contained 
exactly 146 words in the selling mess- 
age. Copy was set in 18-point, widely 
spaced type running about 3 inches 
per line and about 8 lines per page. 
Short words, too. A powerful story told 
in an easy-to-understand way. 


eee 


@ WHO IS GOING TO ENGLAND dur- 
ing July 1951? Kay Murphy of Lingua- 
phone Institute Limited, 207 Regent 
Street, London, W. 1, England is very 
anxious to find out what direct mail 
people will be attending the Interna- 
tional Advertising Conference. A direct 
mail advertising luncheon and atfter- 
noon session is being planned for Wed- 
nesday, July 11. Please contact Kay 
Murphy direct or write to The Reporter 
if you are planning to attend. All 
details about registrations are being 
handled by Elon Borton, Advertising 
Federation of America, 330 West 42nd 
Street, New York 18, N. Y. who is 
Chairman of the American delegation. 

pn 

eed 
@ MOST UNUSUAL DOCUMENT we 
have read in a long, long time is the 
February 1951 issue of the “Philoso- 
pher,” h.m. of the Kalamazoo Vegetable 
Parchment Company, Parchment, Mich- 
igan. Editor Glenn Stewart designed 
the entire issue as a memorial to KVP 
President Ralph Allington Hayward, 
who died on January 11, 1951. The 
funeral address, delivered by Dr. James 
R. Pollock, was reprinted on eleven 
pages. A beautiful and moving tribute 
to a community leader. Balance of 
issue contained excerpts from tributes 
given by friends and the press. A 
difficult job well handled. 

el 

ead 
@ THE FABULOUS GROWTH of a 
trucking company is shown in a 56- 
page. 6 by 9 inch booklet just issued 
by Johnson Motor Lines, Inc., 2426 
Hutchison Avenue, Charlotte, N. C. 
Booklet was created to celebrate a 
Fiith Anniversary. In these five short 
years the annual revenue has grown 
from less than a half million to more 
than five million. Booklet should be 
good considering it was designed by 
our old friend John D. Kluttz, Executive 
Vice President of the Johnson Company. 
For many years John was in the 


ao 


creative and productive direct mail 
business but gave it up to devote all 
of his time to promoting trucking. 
Booklet is an orderly job of illustrating 
the faciities and personnel of this 
highly efficient organization. May the 
next five years be just as successful. 


eee 

@ MINIATURE LETTERHEADS are be- 
ginning to make an appearance. And 
we think it is a good idea for all of you 
to plan on stretching as far as possible 
the available supplies of paper. The 
American Poultry Journal, 536 South 
Clark Street, Chicago 5, Illinois re- 
cently made a_e subscription-appeal 
mailing on a letterhead which mea- 
sured 53% by 61 inches. Form letter 
was processed on both sides of sheet. 
Looked very neat. Folded in half the 
letter was inserted in a 634 envelope 
along with the order form and reply 
envelope. An effective method of 
saving paper, which to all appearances 
should not reduce pulling power. 


eee 


@ THE WRENN PAPER COMPANY, 
Middletown, Ohio (makers of blotting 
papers) has changed the name and the 
style of their quarterly house magazine. 
Former publication was called “Print.” 





et ye ere em 
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The repla-ement is titled “Wrenn 
Trend,” 6 by 9 inch, 16 pages. Gives ex- 
cellent advice on the importance of 
continuity in advertising ... with case 
histories of the successful use of blot- 
ters. If you are not on the mailing list, 
write to Joe Hallowell about it. 


JJ) 


@ NEW IDEA IN METER IMPRINTS 
has been developed by Lewis Kleid 
ef Mailings Incorporated, 25 West 45 
Street, New York 19, N. Y. At least 
we think it is a new idea because we 
have never seen it done before. Last 
year Lewis Kleid issued an informative 
booklet on the list brokerage business. 
In the back of the book he included 
tvrelve brief testimonials from various 
leaders in the direct mail field. Lew 
has now made twelve imprint slugs 
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to fit on his postage meter machine. 
Each month through 1951 he will use 
a different testimonial in the postage 
imprint on his outgoing envelopes. 
Testimonials have been digested to 
about twelve words with the name of 
writer underneath. Will be interesting 
to see what reaction will be. 


eee 


@ SECRETARIES WILL PROBABLY 
BLESS the L. C. Smith & Corona Type- 
writer Company for a unique inno- 
vation. New models of the L. C. 
Smith (manufactured at 701 East Wash- 
ington Street, Syracuse, N. Y.) feature 
a Page Gage. Secretary adjusts gage 
to size of paper she is using. When 
21 inches from bottom of page a red 
signal appears. Typist can then see 
en a graduated scale exactly how 
much space is left as she writes each 
line. Should prevent a lot of sloppy- 
looking letter windups. 


= 

eo¢e@e 
@ NO MORE BRONZE INE for direct 
mail pieces. The National Production 
Authority (Order M-12) prohibits the 
manufacture of bronze ink after March 
1, 1951. Incidentally ... if you wish 
to receive copies of regulations and 
orders of the NPA as they are issued, 
you may get your name on the mail- 
ing list by writing to United States 
Department of Commerce, Division of 
Printing Services, Room 6225 Com- 
merce Building, Washington 25, D. C. 


— 
edd 

@ PITNEY-BOWES is doing a good 
job of explaining to employees and 
stockholders how the company is 
mobilizing for defense. The January- 
February issue of the “Bulletin,” h.m. 
edited by Woodrow Johnson from head- 
quarters in Stamford, Connecticut gives 
an intimate story of the starting of 
new war contracts and the planning 
for protection and security of infor- 
mation. House magazines will become 
more and more valuable for such pur- 
poses in the days ahead. 


— 
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@ THE NATIONAL SALES EXECU- 
TIVES CLUB with headquarters in The 
Shelton Hotel, 49 Street & Lexington 
Avenue, New York 17, N. Y. have just 
issued a well planned directory of key 
speakers on distribution. Lists alpha- 
betically about 150 prominent speakers 
available for sales conferences with 
type of subject and incidentals. Also 
gives a geographical breakdown, so 
far as availability is concerned. 


Po 
eed 


@ “YES—BUT” is the title of a 24-page, 
4 by 7 inch booklet well written by 
Peter L. Schauble of Haverford, Penn- 
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sylvania. It is a story about the Ameri- 
can way of life. Being used by a 
number of companies for distribution 
to their employees or other contacts. 
Individual copies a dime .. . but less 
in quantity. It is worth investigating. 
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@ MARK THESE DATES on your cal- 
endar. June 10 to 13, 1951... for the 
47th Annual Conference of the Adver- 
tising Federation of America. Chase 
Hotel in St. Louis. There is always a 
generous sprinkling of direct mail 
people at AFA conventions. And al- 
ways a lot of stimulating hullabaloo. 
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@ REMEMBER THOSE ITEMS about a 
watch company out in Indiana? We 
complained about their activities during 
the 1949 and 1950 Christmas seasons. 
Mailed notices about Christmas pack- 
ages being held for payment of postage 
and handling’ charges. Deceptive 
method of selling merchandise. Post 
Office finally issued a fraud order 
aganist the outfit on February 8, 1951. 
If we want the mails to remain clean 

. it pays to be vigilant. The in- 
vestigation in this present case started 
as a result of the samples of the mail- 
ings of this company sent to us by 
Reporter readers. So keep on sending 
to us any types of mailing pieces which 
appear to be fraudulent or which 
may be hurting everybody's use of 
the mail. 


JJ. 


@ LOTS OF DIRECT MAIL PEOPLE 
are traveling. Ed Husen of Detroit and 
Lord knows how many others are in 
Florida. But we have our long- 
distance eyes focused on Ed because 
he has promised to complete a long- 
anticipated article on production eco- 
nomies. Leonard Raymond of Boston 
has just returned from a long tour of 
Central America. Bob Gile of Min- 
neapolis is hopping around the West 
Indies. Carl Flath, our perpetual cor- 
respondent from Honolulu, has been 
visiting New York. While Mary Lou 
Groves of Michigan City, Indiana is 
on her way to Hawaii. It is always 
interesting to get reports from the di- 
rect mail folks with itchy feet. 
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@ CLEVELAND, OHIO has developed a 
scheme to ease the manpower pinch. 
It is called “An Emergency Training 
Plan.” Was designed by the Northern 
Ohio Chapter of the American Society 
of Training Directors, a Cleveland 
Chamber of Commerce affiliate. Looks 
like a great idea and should be 
adopted in many communities. Infor- 
mation about the project may be ob- 
tained direct from William G. Donald- 
son at the Chamber of Commerce. 











MAILING OPERATIONS 
HAVE IMPROVED A LOT 
SINCE ROMEO’S TIME! 


When Romeo wanted to make...or break 
...a date with Juliet, he tied a note toa 
fair-sized rock and heaved it through 
Juliet’s window. It ran up old man 
Capulet’s repair bills, of course, but it 
saved Romeo a lot of time and trouble 
in addressing, folding, collating, enclos- 
ing, sealing and stamping his mail. 


Romeo, you see, had more important 
things than that on his mind. And so do 
you! There’s no reason why you should 
devote your time and that of your em- 
ployees to such routine tasks, when Cir- 
culation Associates will take them off 
your hands completely, do them better, 
with experienced help who do nothing 
else, and complete them in less time and 
for less money than youare spending now! 


Take the handling of publications and 
house-organs as an example. Circulation 
Associates will maintain your lists on 
Speedaumat, Addressograph or Elliott 
stencils, and will relieve you of all of the 
tiresome and profitless mechanics in- 
volved in the distribution of your publi- 
eation, regardless of the size of your 
mailing list! 


Circulation Associates is geared for 
this sort of operation... for any mailing 
operation, in fact, whether it is a matter 
of a few hundred, a few thousand, or 
many, many millions! No matter how 
large or how detailed the job may be, we 
are organized to handle it. And at a 
worthwhile saving, too! 


Write today for your free 
copy of “TWO SOFT- 
BOILED EGGS—AND A 
KIND WORD” ...a specially 
prepared brochure that will 
give you a few chuckles... 
and «a lot of ideas about han- 
dling your Direct-Mail! 


CALL COLUMBUS 5-3150 


CIRCULATION ASSOCIATES 


Typewriter, Hand or Stencil Addressing « Collating, Fold- 
ing and Enclosing * Stencil Cutting « Offset Lithography 
« Letterpress Printing « Triple-Head Multigraphing 
« Complete Direct-Mail Campaigns « 


1745 Broadway « NEW YORK 19, N. Y. 








GOOD 
NEIGHBORS! 


SI, SENOR.. 


GOOD CUSTOMERS, TOO! 


Smart merchandisers today are reaping extra profits in pesos. 
The Central and South American markets are vast reservoirs 
of buying power for American products. Tell YOUR story to this 
market — directly — and share in the boom below the border! 


MEXICO It's easy! W. S. PONTON, Inc., SPECIALIZE IN 
HONDURAS LATIN AMERICAN MAILING LISTS — hundreds 
COSTA RICA of live, productive lists of Manufacturers, 


Importers, Dealers, Classified Businesses, 


GUATEMALA Trades, Executives and Professions, readily 
NICARAGUA available! Any others needed can be com- 
EL SALVADOR piled. All are guaranteed 95% deliverable! 
PANAMA All are available in any form or breakdown 


BR.HONDURAS desired! 
WEST INDIES 
(Br., Fr., Dutch) 
CUBA 
DOMINICAN REP. U. S. LIST LEADERSHIP 


HAITI 


Discover new domestic markets, too, in Ponton’s 


Service unrivalled in character, in scope, in value! Every 


PUERTO RICO list compiled swiftly to do the best possible jcb for YOU 
ARGENTINA from the most comprehensive up-to-the-minute sources! 
BOLIVIA Ponton’s superior type of service insures maximum 
BRAZIL accuracy, maximum productivity. And you get it promptly 
CHILE at surprisingly low cost! 

COLOMBIA 

ECUADOR FAMOUS “LIST O’ TRADES” 
GUIANAS 


Direct Mai! Advertisers are invited to write for Ponton’s 
PARAGUAY “List O’ Trades”, the most complete Mailing List Catalog 
PERU published. Address DEPT. R5. 


COMPLETE EST. 1885 
MAILING AGENTS 
AND IN ALL THE 
PRINCIPAL 


ADDRESSING 


FACILITIES CITIES 


AT THE HEAD OF THE 
635 Avenue of the Americas, New York 11,N. Y. 








Also suggest you see article in Feb- 
ruary 1951 issue of Advertiser's Digest. 
explaining how the town of York, Penn- 
sylvania has revived its “York Plan” 
of World War Il. Designed to get 
everyone in the community lined up 
with the production effort. 
ml 
eee 

@ SORRY TO HEAR (belatedly) of 
the death of our old friend Harold S. 
Bowen, president of the Bowen Com- 
pany, Norwalk, Ohio. Harold was a 
successful general insurance man. He 
designed and used one of the best 
“family resemblance” plans for pro- 
moting an insurance business. All 
of his advertising carried a distinctive 
symbol. His letterheads, envelopes, 
invoices, statements, receipts, labels, 
calendars, inserts, business cards, 
blotters, bulletins, novelties, etc. were 
designed with symbol, type and color 
harmony. He built up a distinct and 
familiar business personality in all of 
his printed contacts. His plan was so 
successful that he released it to other 
general insurance brokers throughout 
the country as the “Bowen Plan.” Too 
bad death had to interrupt such a 
valuable program. 
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@ SMALL BUSINESS seems to be get- 
ting a good break through the efforts 
of Harold R. Gabrielson (Manager, 
Mailers’ Service, 1624 Harmon Place, 
Minneapolis 3, Minnesota). At least 
we like the promotional matter we have 
seen. Mr. Gabrielson has set up on 
plates many valuable consumer lists 
around the Minneapolis area. He is 
offering an economical production and 
mailing service to the smaller business 
people ... with a trade area scheme 
which can cover homes in any given 
locality. Hope it will be successful. 
ml 
eee 

@ OUTSTANDING DEALER CAM- 
PAIGNS have been scarce for the past 
few months .. . largely because of the 
uncertainties of future business. But 
Gray & Rogers. 12 South Twelfth Street, 
Philadelphia 7, Pennsylvania produced 
a lulu for Krylon, Inc., 2601 North Broad 
Street, Philadelphia 32, Pennsylvania. 
And it is a safe promotion ... because 
no matter what happens people will be 
in the mood to make their cars last 
longer. Big 11 byl4 inch, 24-page-and- 
pocket portfolio outlines nation-wide 
campaign to make car owners con- 
scious of the value of spraying their 
ignition system with weather and wear- 
proofing Krylon. Well handled through- 


out. 
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@ ANOTHER COMPANY has gone into 
the business of manufacturing mail 
sorting tables. In this case a wide 
variety of sizes are being manufactured 
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in selected hard woods. So they won't 
be difficult to obtain as metal becomes 
scarcer. For full information write to 
A. J. Sataline, Corbin Cabinet Lock, 
Wood Products Division, The American 
Hardware Corporation, New Britain, 
Connecticut. 

— 

eee 
@ POWERFUL BOOKLET has just been 
released by the Caterpillar Tractor 
Company, Peoria 8, Illinois. 300,000 
copies distributed throughout the world 
in an effort to publicize the theme that 
better roads mean safer roads. 103, 
by 1342 inches. Sixteen pages. Re- 
produces full color advertisements 
which ran in national magazines during 
1949 and 1950. Front and back pages 
are montages of disaster clippings. A 
die-cut on front cover reveals the words 
“Stop Murder” on the first ad inside. 
A fine example of public service with 
a natural, commendable, selfish motive, 
and a superlative example of coordinat- 
ing national advertising with a smash- 
ing direct mail followup. 

Pk 

@@en 
@ SEX BOOK PUBLISHERS manage 
to get into some embarrassing sit- 
uations. Birth control literature pro- 
moters who use new birth lists cause 
a lot of irritation when their literature 
goes to the homes of families of the 
Catholic clergy. We have had some 
complaints . . . but don’t know what 
can be done about it. 

'T] 

@@¢eo 
@ REPEAT WARNING! You folks who 
use gadgets or novelties to induce 
donations to charities are causing a lot 
of irritation by your repeated followups 
telling recipients to fork over the money 
or return the pencils, note books, neck- 
ties, or whatever else has been used 
as a gadget. It is an unethical ap- 
proach to begin with. You shouldn't 
send unordered merchandise of any 
kind by mail. Your irritating followups 
make it tough for everyone else in the 
business. 


_— 
ee 


@ THE HADACOL PROMOTER, ex- 
Senator Dudley J. LeBlanc of Lafayette, 
Louisiana has now branched out into 
the toy business. Press releases are 
flooding the country promising spec- 
tacular promotions of “Scribbles” dolls. 
But in all the releases we have seen so 
far we have yet to find a description 
or a picture of the revolutionary 
“Scribbles” doll. Maybe they cry for 
Hadacol. 
eee 

@ EMORY UNIVERSITY is again con- 
ducting its Advertising Institute with 
the cooperation of the Atlanta Adver- 
tising Club. March 16 and 17 will be 
busy days at the Emory campus. Larry 
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pe letterhead paper youll , find! 
in oftces where decisions count / 


COCKLETONE BOND 


Men who are responsible for the policies of progressive 
business enterprises know the importance of selecting 
the proper letterhead paper to represent them. It is in 
the offices of thousands of such executives that you find 
Cockletone Bond today. The reason is simple. They find 
in this letterhead paper not one, but all the qualities 
they look for—firm, heavy “feel”; crisp crackle and 
snap; clear. rich shade of white; exceptional erasability. 


0. 










You can obtain business printing on Hammermill papers | 
wherever you see this shield on a print shop window. 
Let it be your assurance of quality printing. 



















MAIL THIS COUPON NOW for your rrEeE Cockletone Bond 
Portfolio containing specimens of good modern letterhead 
desiga which you'll find helpful in improving or redesign- 
ing your present letterhead. With it we'll include a sample 
book of Cockletone Bond. 
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HE INTENDS . . . to return your 
reply card “the first chance he gets.” 
But he forgets and then misplaces 
the card. You lose out . . . that is 
unless you use REPLY-O LETTER 
which keeps your reply card always 
handy in an exclusive slip-out pocket. 
The card is “pre-signed,” too. No 
need for pencil, pen or fill-in. 

That's why tests by mail users in 
every field prove that REPLY-O 
LETTER brings more answers for less 
money. For example: 

"The results of the mailing you prepared 


have been very gratifying. Responses 
have been received from 34.27%." 


Cities Service Oil Company 


Send for sample letters and free copy 
of “IT WAS ANSWERS HE WANTED.” 


USE THE 
REPLY-O 
LETTER 








te 
“be REPLY-O 


PRODUCTS COMPANY 


150 WEST 22nd ST., NEW YORK 11 


Sales Offices 
BOSTON — CHICAGO — CLEVELAND 
o) 36 20) eco) fe), hie) 


No. 1 cfs tries of people vou 
0. have on Your Mailing List. 








Chait, President of the New York Hun- 
dred Million Club, is filling the direct 
mail spot occupied by this reporter last 
year. 

We are sorry to hear that the Advertis- 
ing Club of Grand Rapids canceled its 
annual forum for 1951. Due to the pre- 
sent near-wartime emergency. Situ- 
ation concerning convention plans 
throughout the country and throughout 
various industries is confusing. Some 
conventions have been canceled .. . 
but suspensions of individual company 
sales conferences seem to be more prev- 
alent. Maybe the Graphic. Arts Vic- 
tory Committee ‘should pull its “Con- 
ventions by Mail” project out of the 
mothballs. 


dee 
@ A FRIGHTENING ARTICLE appeared 
in the February issue of The Pro- 
gressive, the non-hysterical and non- 
radical magazine founded by Robert 
M. LaFollette, Sr. and which is still 
published monthly at 408 West Gorham 
Street, Madison 3, Wisconsin. A 
feature article by David S. Burgess, 
titled “Hucksters of Hate.” tells the in- 
side story of how vicious anti-racial 
printed promotion pieces (during the 
last election) licked some of the men 
who were sincerely trying to lift the 
South from intolerant traditions. 

mel 


| 
eee 


@ POGONOTOMY is practiced by 
most American males every day in 
the week. This startling information 
comes to us in a press release report- 
ing on a national survey. Also shows 
that pogonotrophy has virtually van- 
ished from the American scene. In 
case you are worried that this is an- 
other Kinsey report... relax. Survey 
was conducted by Eversharp-Schick 
to get information on shaving habits. 
Pogonotomy is the act of shaving. 
Pogonotrophy is beard growing. Hur- 
ray for scientific marketing! 

This reporter hopes Schick will now 
survey reactions to its advertising. In 
our estimation the dumbest advertise- 
ment of the year appeared in Life 
magazine with a complicated heading 
—"“Men Vote New 1951 Eversharp- 
Schick Injector Blades Now Outshave 
all others Including our own old 
Blades!” Whoever thought that one 
up must have had a headache. 


JJ) 


@ HYDROPONICS is getting to be a 
hobby among lovers of flowers or vege- 
tables. Hydroponics is the art or tech- 
nique of growing plants without soil. 
Charles C. Gilbert & Company, 3535 En- 
terprise Street, San Diego 10, California 
has turned his hobby and experience 
into a profitable mail order operation. 
Suggest you write for his interesting 
catalog. Or better yet. send $1.00 for his 
special offer of seeds and instructions 


for growing your next vegetable salad 
indoors in sand and water. You will get 
the seeds and also his 16-page catalog 
which describes all the possibilities for 
a tasty and resultful hobby. 


JJ) 


@ THERE IS A DEBATE about annual 
reports. Many people have been cru- 
sading for improvements over the years. 
Recently . .. the Allegheny Ludlum 
Steel Corporation, Public Relations De- 
partment, 2036 Henry W. Oliver Build- 
ing, Pittsburgh 22, Pennsylvania made 
a survey of stockholders (along with 
dividend checks). Stockholders were 
asked what kind of an annual report 
they preferred. 24.5% responded. 
29.6% preferred an elaborate type of 
report; 54.7% preferred a plain, factual 
report; 13.3% were interested in finan- 
cial statistics and auditor's letter only: 
1.8% indicated a preference for various 
combinations of the above three; 0.6% 
with no preference indicated. Some 
sort of combinaton of statistics proved 
that 68% preferred plain factual report- 
ing. As a result of this survey, the 
officials of Allegheny Ludlum have 
bucked the trend and have gone back 
to single color, no-illustration reports. 
But maybe they went too far. This 
reporter still likes well illustrated, well 
planned and intelligently written good 
will builders, such as the 45th Annual 
Report of the Dayton Rubber Company, 
Dayton, Ohio. 


eed 


@ THE DUMBEST OPENERS for direct 
mail promotions during the current 
month are hereby cited. (1) The Herit- 
age Club, 595 Madison Avenue, New 
York 22, N. Y. for “Why we are doing 
you a Great Big Favor when we offer 
you this Reservation.” Nuts! A fine way 
to use the threatened paper shortage 
as a club. (2) The Metropolitan 
Museum of Art, Fifth Avenue at 82 
Street, New York 28, N. Y. and our 
usually discreet friends at the Book- 
of-the-Month Club, 345 Hudson Street, 
New York 14, N. Y. for their opening 
line: “It is something of an imposition, 
we are aware, to add anything to the 
great volume of printed matter you re- 
ceive in the mails; but I think you will 
agree” and so on. Why the slap at 
direct mail? Why not an apology by 
every advertiser in Life magazine for 
disrupting the reader's attention from 
the editorials? This reporter will knock 
such senseless direct mail appeals no 
matter whose toes are stepped on. 


JJ) 


@ A MOVING PIECE was recently de- 
signed and issued by the Lasky Com- 
pany. 850 Frelinghuysen Avenue, New- 
ark 5, N. J. . . .after three decades at 
their starting location. The 9 by 12 
inch french fold off-center brochure is 
really a thank-you to the customers who 
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made the move possible. We like the 
last line: “And thanks too, deep down 
in our hearts, for an expanding and 
vigorous America in which by enter- 
prise, imagination and achievement, 
free men can go ever forward for the 
greater good of all.” 


JJ) 


@ MORE LETTERS will be coming from 
the boys in the service to the folks 
back home if the Pabst Brewing Com- 
pany. Milwaukee, Wisconsin have any- 
thing to do with it. The Pabst Com- 
pany have recently distributed 100,000 
kits to all the servicemen in the Korea 
area. The kits contain letter-writing 
stationery and envelopes. We wiil 
probably be seeing more of this type 
of promotion from now on. 

Incidentally, Harry Porter, the im- 
mediate past president of the DMAA, 
is now Chairman of the Advisory Com- 
mittee. He has recently written mem- 
bers of his group ... asking them to 
spearhead an effort to tie in with the 
national campaign to get Americans 
to write encouraging and helpful letters 
to their friends and relatives abroad. 
With these letters we can demonstrate 


the inherent friendship of Americans. 


We can demonstrate that America 
wants no conquest. We want a peace- 
ful world. 
JJd 

@ IT’S ALWAYS A PLEASURE to get 
the annual catalog of Teela-Wooket 
Camps, Roxbury, Vermont... the horse- 
back camps for girls. These camps 
were established 1913. The directors 
are: Mr. and Mrs. C. A. Roys and Mr. 
and Mrs. A. L. Hayden of 22 and 18 
(respectively) Ordway Road, Wellesley 
Hills, Massachusetts. Each annual cat- 
alog is beautifully designed and print- 
ed. I would give the printer a big PLUG 

. if I knew the name. Nothing could 


be finer. 
JJ] 


@ EYE-STRIKING FOLDER produced 
by John P. Smith Company, Inc., 195 
Platt Street, Rochester 11, N. Y. is hard 
to describe or illustrate. A colorful 
and symbolical piece. The cover illus- 
trates “Direct Mailstrom” . .. a futuristic 
conception of the gyrations towards the 
wastebasket. The inside illustration 
spotlights the one piece of resultful 
direct mail which remains on the desk. 
Write for a copy if you like good 
printing. 
eee 

@ AN IRATE READER wrote to the edi- 
tor of a prominent advertising magazine 
and complained because he had re- 
ceived a direct mail piece offering 
him a service which he could not pos- 
sibly use ... by any possible stretch 
of the imagination. Waste in direct 
mail. Boyce Morgan (Boyce Morgan & 
Associates, 1025 Connecticut Avenue, 


(Continued on page 38) 
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“No Correspondence Hangover* 
SINCE WE GOT OUR AUTO-TYPIST”’ 








“AUTO-TYPIST certainly saved 
the day for me. Now | can get 
all the boss’ correspondence out 
on time—and no ‘after 5’ 
work for me, either!” 















IT’S TRUE! Auto-typist breaks up your repeti- 
tive correspondence bottleneck, cuts down your 
dictation costs, too .. . with its automatic solu- 
tion to your routine letter writing problems. 
Whether you have heavy loads of replies to get 
out every day—or whether your “paper work” is 
more modest ... you can do it speedily, effi- 
ciently, economically with Auto-typist. 








ec! Write at once fo, this 


yl booklet that shows Yo 


FR 


helpt Uw, 
yo-typist can do for you in hat 

Av y Our 

office. 
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There’s a style and model Auto-typist 
priced to fill the needs of every office 
(Dual Selector Model 5060, right). 














AMERICAN AUTOMATIC TYPEWRITER COMPANY 
Dept. 23, 614 North Carpenter St., Chicago 22, Il. 
Please send me your free booklet “How To Use the Auto-typist,” and descriptive liter- 
ature. 


AME .............- 








COMPANY 





ADDRESS 





- DONE... FANE... 








Symbol of refreshment for generations . 
have dared to be without it. 


. once no circus would 


The secret of its popularity was simple. Ordinary lemonade .. . 
weak-yellow and unattractive .. . lacked “glamor”. It had no 
sight-appeal . . . no sales appeal! 


“Pink” Lemonade was something speciul. It was eagerly 
consumed by millions until it lost its favored place to drinks 
of even brighter hue. 


It adds up to this: Color is magic in soft drinks or envelopes. 


What a pink tinge did for lemonade, a little color can do for 
your mail. Color in envelopes is a “catalyst”. It converts 
aloofness into attention, desire into action, reminders into 
payments. 


Let Tension “colorize” your envelopes. For more information on 
the miracle of color in envelopes . . 
envelope problem .. 


. or the solution to any 
- mail the coupon at right. 


» for every business use 





TENSION ENVELOPE CORP. 


522 Fifth Ave., New York 18, N. Y¥. ¢ 5001 Southwest Ave., St. Louis 10, Mo. 

123 North Second, Minneapolis 1, Minn. ¢ 1921 Grand Ave., Des Moines 14, Iowa 
19th & Campbell Sts., Kansas City 8, Mo, 

Over 100 Representatives Selling Direct to User 








CASE HISTORIES PROVE 
COLOR GETS RESULTS: 


An Office Equipment Company—Blue 
envelopes out-pulled white by 2 to 1. 


* 


A Paper Company — Two-color corner 
cards on pink envelopes brought back 
400% more inquiries than black and 
white. 

+ 


A publication — Golden-rod RETURN 
envelopes closed 21.43% of prospects 
against an average 9.75% for previous 
envelope. 


Tension Envelope Corp. 
(Factory Nearest You), Dept. H3 
Send me my free copy of Envel: Ec 
Tension’s periodic pu ubtication of suggestions and 
ideas for making mail more effective. 
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MOBILIZING DIRECT ADVERTISING 


FOR THE MONTHS AHEAD 


by Leonard J. Raymond 


We've lived through some _fast- 
changing times. But never a time like 
the present. It is a time for great and 
perilous decision. For generals and 
military planners, yes. For interna- 
tional diplomats and statesmen. But 
make no mistake, it’s an hour when 
Sales Managers, and top management 
in all kinds of businesses, are called 
upon to prove their mettle, and their 
wisdom. 

Where do we stand—how well can 
we handle things this time? 


There is one hopeful aspect of the 
whole situation, one bitter truth that 
may stand in our favor. There hasn’t 
been enough time since the close of 
World War II for business to forget 
the important, and in some cases costly, 
lessons it learned. There hasn’t been 
the traditional 20-year period of war 
recovery and normalcy, for memories 
to grow dim. And perhaps this is a 
Godsend—for beyond all doubt, we 
have a vital and unmistakable duty to 
perform. 

I do want to point out one fact, 
strongly. In everything I’m going to 
say to you, I lay no claim to omnisci- 
ence. I can speak to you only in terms 
of experience gathered in my own par- 
ticular business, in counselling our own 
group of clients on sales promotion 
problems concerned principally with 
conditions existing within the United 
States. 

As long ago as last August 10th, the 
advertising director for one of our 
clients hit the nail squarely and re- 
soundingly on the head. In a letter 
confirming the sales philosophy of his 
management, he outlined four possible 
courses of events that affected business 
planning, and said: “I would appre- 
ciate your fairly immediate reaction to 
the feeling on my part that we should 
soon prepare alternate plans which can 
be put into operation as required by 
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the war situation. The four possibili- 


ties are— 


(1) “Cessation of hostilities, with continuing 
normal or above-normal marketing of 
company products. 

(2) “The continuation of the present small 
war, without Government controls, and 
normal or above-normal marketing. 

(3) “The continuation and possible intensi- 
fication of the present limited-scale war 
with the imposition of controls, the con- 
version of part of the plant's production 
to war work, and abnormal or limited 
marketing conditions. 

“All-out war, with the imposition of full 

wage, price and other controls, and com- 

plete conversion of the plant to war 
work, and the virtual stopping of all 
marketing of company products.” 


(4 


I think you'll agree that the man who 
set up these alternates was, and is, a 
pretty orderly thinker. His further ob- 
servations on these four alternates re- 
veal his accuracy as a radar screen for 
business, and are confirmed by the 
things we are reading in the papers 
today. 

The alternate which he selected as 
most likely was Number Three—an in- 





tensified war, with imposition of Gov- 
ernment controls, and partial conver- 
sion to war work. His enlightenment 
is made clear by the proposal that the 
conditions of this alternate be met by 
maintaining the existing schedule in 
support of the sales organization, and 
that promotion budgets should not be 
reduced but re-allocated to do the dou- 
ble job of selling what the company 
had to sell, plus carrying on a cam- 
paign of public relations messages and 
advertising in support of public serv- 
ice objectives, over the company name. 

In other words a split economy—half 
war, half peace. But no desertion of 
promotion, no cut backs in advertising. 
Simply a reassignment of merchandis- 
ing forces to include new fronts. 

Now suppose the worst—suppose we 
do get embroiled in an all out war— 
what’s the sales philosophy then? Very 
much the same—except for the fact that 
you may have no products whatever to 
sell. But you do have a company to keep 
sold—you do have a tremendous equity 
in your product or service to protect. 








Leonard J. Raymond 


REPORTER'S NOTE: Once again, sales ex- 
ecufives everywhere are reliving a 24-hour 
what to do in this crazy 
So general is this 


nightmare . 
period of world unrest 
problem that wherever salesmen gather, it 
is the No. 1 topic. 

The Advertising & Sales Club of Toronto 
conducted a sales g t conf 
Leonard Raymond of 





on January 8, 1951. 
Dickie-Raymond, Boston, was invited to dis- 
cuss the role of direct advertising in these 
critical days. A Reporter STAR goes to Leon- 
ard for a difficult job well done. We are 
omitting (for space reasons) a large part 
of his talk . . . but all of you should get 
a big lift from his introduction and con- 


clusions. 











better 
production 
brings 

better results 


There's a best way to produce 
direct mail... 

MASA members study the best. 
most effective. ways of produc- 
tion: support research and fact 
finding: share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with “cheap” 
production you tamper with re- 
sults. 

To check the effectiveness of your 
production source... 

Always say, “Are you MASA?” 


YOUR BEST SOURCE for: Creative 
direct mail campaigns, multigraphing, 
mimeographing, offset and letterpress 


printing, bindery, mailing service, mail- 
ing lists, etc. Information about post- 
al regulations and better direct mail 
results 


For names of MASA 


members nearest you, write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 


MASA 














“How Photos 
Can Boom 





MOSS PHOTOS 


BLACK and WHITES 3X 10 
8x10's 5¢ each in 1,000 lots; 
postcards $27.50 per M. 
‘It’s a photo—it’s authentic!" 
Moss photos have been whipping 
pep and sales punch into direct- 


mail campaigns for vears. How? 
Send for samples and prices! 


p Foto Post | Carts | a 
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MOSS PHOTO ANC Inc. "FREE! 


350 West 50th St., 19, N. Y¥. 





MOSS PHOTO ary ws 
350 W. SOth St. 


Yes, I want ae ya Photo Sales Kit 
n ‘How Photos can boom my sales”’, 





Company 
Address 





FREE KIT! 


Your Sales” 





| 





You do have competitive position to 
maintain until you can sell again. 
You do have a competitive edge to win 
while others less wise are inactive. And 
you are a part of the great business- 
economic structure which is founded 
on peace, and cannot be allowed to slip 
or suffer through ill-advised promotion- 
al vacations during wartime. 

The arguments that will be brought 
to play against this kind of philosophy 
will be many, of course. There'll be 
the Think-Of-The-Present-Only boys 
who will covet extra or larger dividends 
for stockholders through savings in 
sales budgets. There will be those who 
want to use the money for plant im- 
provement and expansion. There will 
be those who will want to stash this 
cash for the bright golden selling fu- 
ture. There will be the beclouded 
wailers who won't see any sense in 
keeping customer-prospect-dealer con- 
tacts alive when there may be little or 
no actual merchandise to sell. 

As Sales Managers, your task is clear, 
your responsibility tremendous. You 
must keep management thinking 
straight. You must show them that pro- 
motion now, and in the upset months 
or years ahead, will keep machines and 
men busy when the strife is over. You 
must show them their part, and their 
duty, in the over-all, long-term, busi- 
ness economy. You must make them 
see the serious danger of leaving the 
decor open for competitors—or con- 
versely, the competitive gains your com- 
vany can make over those who are 
less farsighted. If nothing else, you 
must recognize these things, and act 
on them, as a clear duty to stockholders, 
to your employees on the job and away 
in service, and to your customers. Every 
one of these important groups stands to 
suffer serious hardship if your company 
is allowed to lose its competitive posi- 
tion. 


There are plenty of recognized au- 
thorities who do not hold that there 
will be nothing to sell in the period 
ahead. In fact, there’s definite opinion 
that all may not be as bleak as it seems. 
I'd like to quote from the Wall Street 


Journal, not only because they are a 
client, but because they're really 
so good at calling the turns. In the 


issue of January 2, 1951, the Journal, 
in reporting one national investigation, 
brought out these facts: The produc- 
tion and capacity of U. S. industry has 
grown tremendously since the close of 
the last war, as has yours. Even as- 
suming a 50° cutback in civilian pro- 
duction—which is considered unlikely 
without fuli-scale world war—we will 
still have more goods to sell than we 
did in 1939, the start of World War II. 
In cars, a 50°% cutback would ‘still 


leave 15° more automobiles than were 
made in an average pre-war year. Half 
of current refrigerator production 
would be 3 million boxes—and that’s 
30°,, more than were made in 1939. 
In 1939, 1,433,000 washing machines 
were turned out; 50°% of today’s produc- 
tion would be 2,100,000. Considering 
the anticipated decline in consumer 
demand and in purchasing-power due 
to increased taxes and raising prices, 
our selling job doesn’t necessarily stand 
to be cut back at all—in fact, the case 
could prove to be quite emphatically 
the opposite. In the Journal, an officer 
of one of the largest electrical appliance 
manufacturers stated that his company 
planned to up its appliance advertising 


budget by 15°, and increase the 
tempo of their selling pace. As 
this executive put it, “The industry 


may find it has a real selling job to do— 
even with less merchandising avail- 
able.” A split-economy world indeed 
could be a most challenging. one for 
Sales Managers. 

At this point, Leonard presented his 
usual logical analysis of direct advertis- 
ing in a peacetime (or half war) econ- 
omy. Described the misunderstand- 
ings of the medium by management; 
the mistakes in thinking, in formats, in 
appeals; analyzed the methods of mea- 
suring the effectiveness of direct zail. 

To conserve space, we are omitting 
this section as it partly duplicated the 
powerful Raymond article we printed 
in the October 1949 REPORTER. 
(Copies of the complete talk are avail- 
able from Dickie-Raymond’s office at 
80 Broad Street, Boston 10, Massa- 
chusetts.) 

For the present record, let’s continue 
with his windup remarks on wartime 
problems. 

The same techniques that are used 
so successfully to sell products in peace- 
time can be used with equal success 
to sell sdeas in wartime. 

Soon your sales manpower problem 
may become so acute that you may be 
compelled to make salesmen cut down 
on their calls, perhaps slight some of 
their smaller accounts. Later, transpor- 
tation limitations may be a factor. 
This is the time to sign-on direct ad- 
vertising as a salesman. In-between 
calls can be made by mail, small and 
outlying accounts can be served the 
same way. Thus, you can hold on to 
hard-won business, maintain customer 
or dealer goodwill. Surprising thing 
is, you'll discover that mail coverage 
is not expensive—so cheap, in fact, that 
you may increase its use as a part of 
your regular peacetime selling. An ex- 
ample to prove this point is that of a 
company that met sales manpower 
shortages in the last war by using direct 
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mail as an effective fill-in for salesmen’s 
calls, at a cost of 38¢ by direct mail 
versus $3.00 for a_ personal call 
(the 38¢ figure, by the way, includes 
the whole cost of their sales promotion 
department, and of outside sales pro- 
motion counsel, as well as the actual 
direct mail material itself). 

Another duty of direct mail in a war- 
time economy is telling users of equip- 
ment how to conserve the equipment 
they have, how to maintain it in good 
working order, how to get more pro- 
duction, more use and value from it, 
how to make it last until you can 
sell them new equipment—your equip- 
ment. That word “your” is under- 


lined. 


During the recent war, typewriter 
manufacturers were outstanding users 
of direct mail for this equipment- 
conservation, keep-sold, purpose. A 
Dickie-Raymond client in the electrical 
tield educated fluorescent lighting users 
on the importance of fluorescent main- 
tenance—and won the hearts of both 
the users addressed and electrical con- 
tractors. Another manufacturer of 
precision mailing eqiupment, without 
a single model to sell, held customers 
loyal through machine maintenance 
booklets—“how to” material that was 
appreciated and used—a real hold-the- 
line selling job in a highly competitive 
peacetime market. For a maker of 
dictating equipment, Dickie-Raymond 
produced unselfish booklets that taught 
executive users how to get more value 
from their machines, how to use them 
to greater advantage in improving their 
personal capacity and production. You 
can bet your life that this kind of 
contact did the company no harm 
while the war was on—or afterwards. 
I could give endless examples in this 
category—smart companies demonstrat- 
ing, in print, how to benefit more from 
the use of their products or services, 
companies turning the misfortunes of 
war to the advantage of all concerned. 

Direct advertising can be used to 
stop wartime gripes short in their 
tracks. Shortages of sizes, parts, or 
materials, unavoidable weaknesses in 
service that need explaining, over-capa- 
city service demands—all these compli- 
cations call for intelligent and consis- 
tent handling. Direct advertising saved 
dozens of such situations before, and 
stands ready to do it again. Sometimes 
service faults can be cured by coopera- 
tion from customers—but it takes a 
direct dealing medium like direct ad- 
vertising to get the results. 

Sometimes war conditions uncover 
new uses for products or materials— 
sometimes on a temporary, sometimes 
on a long-time basis. Direct mail, and 
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Why feel these copies? 


Such extra versatility above 
and beyond routine mimeo- 


Why? To prove they are mim- 
eographed on hard-finish 
paper—paper that stands lots 
of handling. MODERN mim- 
eographing does this through 
a new ink that dries almost 
instantly. Other bonus fea- 
tures include two-sided dupli- 
cating, speeds up to 180 copies 
a minute, automatic feeding 
of most kinds of paper and 
card stock—with still un- 
matched over-all economy. 


graphing now makes this 
process more useful than ever. 
For your free portfolio of 
MODERN mimeographing 
samples and full facts, send 
the coupon. Do it...write now! 
Learn how to save through 
MODERN mimeographing 
with A. B. Dick preducts—for 
use with all makes of suitable 
stencil duplicating products, 


= A:B:DICK 
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A. B. DICK COMPANY, Dept.RD-351 

| 5700 W. Touhy Ave., Chicago 31, Illinois 

; With no obligation to me, please send free portfolio of samples and full facts 
| about MODERN mimeographing. 
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.; Always out 


..swhen you need one! 


@ Mr. Dodd is doggone disgusted. 
The Home Office wired that the new 
price lists must go out tonight—and 
there isn’t enough postage in the office 
to cover the list! So instead of stopping 
at the mailbox, Mr. D. or his secretary 
will have to trek down to the postoffice 
in the rain, for stamps ... Such 
occasions try men’s souls—and make 
enthusiastic users for the DM. 

@ The DM is the newest and smallest 
postage meter . . . little larger than 

a desk phone. But it prints postage, 
any amount needed, for any kind of 


2 PITNEY-BOWES 
™) Postage 
- Meter 


World’s leading makers of 
mailing machines . . . offices in 
93 cities in the U. S.and Canada 


mail, directly on the envelope, with a 
dated postmark. And if you like, a 
small advertisement, too. Has a built-in 
sealer for moistening envelope flaps. 
Even handles parcel post. 


e The convenience of always having 
the right postage available ... and the 
efficiency of metered mailing—sold 
thousands of DMs the past year. 








@ There’s a postage meter model, 
large or small, for everybody. 
Ask any Pitney-Bowes office 
... or send the coupon! 


Pitney-BowEs, Inc. 
2064 Pacific St., Stamford, Conn. 
Please send free booklet on the DM. 
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Firm 
Address 








research by mail, can be used to explore 

and develop these markets. This kind 

of wartime activity can sometimes re- 
sult in a whole field of activity for 
a company. 

Then there's the great and pressing 
problem of war morale, and wartime 
causes that are so important to the 
public interest. Here direct advertising 
is a hard-hitting shock troop, giving 
you an effective needle to be applied 
where you want it, when you want it. 
Here, too, wartime experience is almost 
boundless. Posters and hand-outs and 
payroll inserts to keep the morale of 
airline employees at a high level. In- 
structional booklets for employees of 
a metropolitan transit company to teach 
them the importance of courtesy, safety, 
and good health. A campaign against 
the 7th Column of Carelessness for a 
nationally-known insurance company— 
material that was distributed to em- 
ployees of policy-holding companies. 
Drives against waste, absenteeism, 
against rumors, in support of Bond 
sales and the Red Cross—direct ad- 
vertising will be in there pitching when 
the call comes. 

In war or in peace, the job of direct 
advertising is a real down-to-earth sell- 
ing job. If the need for this medium 
is great in time of peace—as it most 
certainly is—then it would be a sad 
thing indeed to lose its effective force 
in time of war. And if business fails 
to make intelligent use of this medium, 
management’s conscience deserves to 
hang heavy—whether we have war, 
or—God willing—peace. 


FOR HOUSE 
MAGAZINE EDITORS 


Want to appraise your qualifications 
for the job? 

If you have not seen it... get a 
copy of the booklet, “Appraising The 
Industrial Editor.” It’s a report from 
The Management Review of the Ameri- 
can Management Association, 330 West 
42nd Street, New York 18, N. Y. You 
can get a copy by writing the author, 
Robert D. Breth, 1728 Cherry Street, 
Philadelphia 3, Pa. 

A sound analysis of what is involved 
in editing a house magazine; methods 
of improvement, etc. Worth reading 
...and a guide for management. 

Incidentally . . . the next annual con- 
vention of the American Association 
of Industrial Editors is scheduled for 
the Benjamin Franklin Hotel in Phila- 
delphia, March 29-30, 
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Thievery 
In Advertising 


A report by Henry Hoke 


This reporter has acted as an arbiter 
in a number of legal actions in which 
the parties involved were members of 
the DMAA or readers of THe Re- 
PORTER. I’ve always thought that legal 
fights over direct mail formats or copy 
were pretty silly. Expensive and fruit- 
less in the long run. 

One case recently (terribly involved) 
was settled out of court amicably by 
a simple formula I suggested. 

I have just helped to settle another 
case ... but not so easily. I cannot re- 
veal names and details because I have 
worked confidentially . . . to prevent 
publicity and for the best interests of 
everybody concerned with direct mail. 

However, a few points need airing. 
Here are the highlights. 

A producer submitted a letter to a 
client. It was accepted and a test run 
was made. The test was successful. 
Additional quantities were ordered. 
Another large direct mail user dis- 
covered the letter and observed the 
striking similarity between the copy 
and his own. Two entirely different 
products offered just the same 
“pitch” and phraseology. I was ap- 
proached. Called two parties together. 
The producer admitted he had been 
in a rush and had turned to his “Idea 
File.” He took first likely piece and 
adapted it. He was sorry. He offered 
to destroy (and did) all pieces sched- 
uled for future mailing. The objector 
(wronged party) agreed not to prose- 
cute the client of the producer. But, 
subsequently, the wronged party got 
mad all over again and sued the pro- 
ducer for “damages.” High priced 
lawyers have been butting it around 
for months, 

So I stepped in again and asked for 
a little bit of sane reasoning. What 
good would public exposure do any- 
one? Where and what the conclusive 
damage? Wouldn’t it make “direct 
mail” look pretty silly if three big 
fellows got embroiled in a fight over 
who wrote which first? 

Finally the plaintiff agreed to 
drop the suit (partly because he doesn’t 
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like suits). He also refused a tendered 
offer of a hurt-feeling settlement. But 
he insisted, as a condition, that I read 
his remarks on the situation. Because 
it may clarify the case, I am printing 
those remarks. Don’t try to guess the 
parties involved. I'll deny it .. . even 
if you guess right. After the first 
paragraph promised to discontinue suit 
. this analysis followed: 


One of the basic weaknesses of the whole 
direct mail selling business is its lack of 
originality. It is poverty-stricken. Exchange 
of ideas and experience is one thing, but cul- 
tivation of thievery of ideas is quite another 
thing. Direct mail people have lifted the 
practice of thievery almost to the status of a 
cult. They worship at the shrine of new ideas 
that are originated by someone else. 

A certain amount of this sort of thing is 
inevitable in any line, and a certain amount 
can be condoned, but the intensity of it in 
direct mail selling is a shame on the business. 

The main fault is that it’s stupid. The 
copyist and imitator and literary thief is the 
way he is because he is stupid. Being stupid, 
he looks around him and sees things that 
succeed, and not understanding just why they 
succeed he concludes that it is because of the 
shape of the bottle in which they merchandize 
their stuff, or the size of the type of the label, 
or the cut of the lapel on the suit, or the color 
of ink on the tags, or the particular style of 
the hair of the originator of the product, or 
the arrangement of words in a sales letter. 
These stupid people think that by imitating 
all these externals, they can produce the equi- 
valent. Their stupidity lies in the fact that 
the energy spent on imitation results in sapping 
their own abilities to originate. 

Now let's talk about the trade association 
within the industry—any industry. Nor- 
mally it is devoted to dignifying the in- 
dustry and puffing up its virtues. This is 
largely the bunk, for if the industry is good 
enough, it doesn’t need any puffing. If the 
association were to devote itself seriously to 
improving the internal quality and virtue 
of the industry, and to eradicating the abuses, 
it would be more worthy of public confidence 
and respect. 

If a leader within the industry goes to 
great pains to hush up a rotten situation 
within the industry, lest it do damage to the 
external reputation and standing of the in- 
dustry, then this raises a question as to 
whether that leader may be shortsighted, and 
not devoted to the truly best interest of the 
industry over the long pull. 


In acquiescing to your suggestion that I 
drop the suit against one of the thieves 
within the industry, my conscience hurts me. 





An increasing number of to- 
day’s consumer buyers do a 
great majority of their pur- 
chasing by mail . . . these are 
the “mail order-minded” buy- 
ers who will show an interest 
in your direct mail offer... 
. . . may we help you reach 
them? 


conte J 
witle MADDERN, inc. 


LIST BROKER 
215 Fourth Ave., New York 3, N. Y. 


Oregon 717-4747 


Charter Member National Council 
Mailing List Brokers 

















PUNCHES sheets and covers of any size 
or weight, quickly, accurately 





BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 


or plant 

Add prestige, color and utility 
to reports, presentations, cata- 
logs and all printed material 
with this handsome plastic bind- 
ing. Complete office equipment* 
costs no more than a typewriter. 
Binds a book for a few cents. 
Anyone can do it in seconds. 
*Patents Pending 


Special free tria! offer. TRY this 
equipment in your own office or plant. 
No obligation. Satisfaction guaranteed! 


F memo | Send today for full infor- 
mation and 2 FREE handy 
13°44 4m pocket memo books bound 
ras on this equipment. 

General Binding Corporation 


808 W. Belmont Ave., Dept. RD-3 
Chicago 14, tll. 














For Papers of 
Extraordinary 
Quality for 

Extraordinary 


IT ISN’'T SURPRISING —THAT PRINTERS SAY RISING! 
For papers of superb color, texture and surface. 
you can take your printer’s word for it— ‘ 
“Rising” has just the one for whatever the 


occasion —whatever the price requirement. 





. - > ™ 7 
WHEN YOU WANT TO KNOB 
Rising aCe 
---GO TO AN EXPERT! 
Winsted @ Hillside ’ 


Platinum e e@ P 
Papers are available in a wide Rising apers 
range of sizes, weights and fin- 


ishes, for every engraving and {SK YOUR PRINTER 
printing process that requires that . apt < ; 
extra touch in reproduction. ..-HE KNOWS PAPER 


Rising Paper Company, Housatonic, Mass. 











DUPLISTICKERS speed-up addressing, reduce 
costs, increase efficiency. Typists address 4 or more 
copies in one operation on letter-size sheets of 33 
gummed, perforated labels. Paper is specially made 
for maximum number of clear copies. Ideal for mimeo 
and ditto duplicating. Clean, quick-part perfora- 
tions, uniform stick-fast gumming. Completely trouble- 
free in every respect. Absolutely foolproof. 


Speed-Up Your Addressing with 
Eureka DUPLISTICKERS 


Use ‘‘Duplistickers'’ for addressing all duplicate mailings, direct mail 
advertising, bulky envelopes, samples, premiums, etc Postage indicia 
con be printed on labels for bulk mailings Duplistickers'' serve dual 
purpose as address and seal on self-mailers and may be used on return 
cords. Package of 25 sheets (825 labels) 60¢ at leading stationery 
stores White, blue, pink, green, canary, goldenrod, for color-coding 


Write for FREE eee se 


jalt 
Sample Package Bure oe Electric Street 
R Scranton 9, Pa. 


DUPLISTICKERS 


are made only by EUREKA 


think I ought to be more of a contributor 
high standards of conduct than 1 an 
dropping the suit. 

Questions:- What are you going to do t 
correct the abuses that now prevail? Are you 
going to propose trade association machiner 
to pass on cases of abuse, so that it woul 
} 


not be necessary to resort to the courts? 
Am I to understand that you believe thiever 
has become so common that it ought to be 
recognized as legitimate? Especially if the 
thief, after being caught, is sorry for hi 
transgression? 

That is a lot to chew on. On some 
points I agree; on others I disagree. 

I do not condone outright “stealing” 
of copy or ideas. On page 21 of Febru 
ary (1951) Reporter, we criticised 
members of the Hundred Million Club 
(and others) for the boring sameness 
of their copy and formats. There has 
been too much mimicry . . . a charge 
which can be applied to all types of 
advertising just as well as to direct 
mail. 


3ut for thirty or more years, direct 
mail people, through the Associations 
or conventions, have been swapping 
ideas. The library and travelling ex 
hibits have shown the best techniques 

allowing the newcomers to study 
and adapt. All of us have urged each 
individual to maintain an “Idea File” 
and to become adept in adaptation. 
Some of the best work in the field has 
been an adaptation of a previous not 
so-well done piece or idea. The argu 
ment could go on without end. 

[ think the Association should set up 
an arbitration committee ... to iron 
out differences without resorting to the 
courts. I don’t see how such arbitra 
tion could possibly harm direct mail 

. or how it could be interpreted as 
condoning thievery. 


But if there is to be no swapping 
ideas, no adaptation . . . then there 
no need for an Association or for... 
Tue Reporter. Because that’s our job 

. to pass along the best ideas. 

We'd like to have letters from you 


readers on the subject. 





@ BRUCE HAUGHTON, who sells lawn 
mowers, outboard motors and electrical 
appliances down in St. Petersburg, 
Florida (2807 Central Avenue) has a 
clever stunt. He watches the daily 
newspapers for items about new arri- 
vals, new jobs, etc. Has a specially 
made card which provides tip-on space 
for the clipped item. Sends these cards 
to the individuals with lead lines read- 
ing: “We have read about you... 
Congratulations!” The rest of the card, 
of course, provides a few pertinent de- 
tails about the Haughton Company’s 
products and services. 
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As long as there are ingenious 


printers, lithographers and paper suppliers 


Your Jobs Will 
Go to Press 


10 case histories of paper know-how at work and an encourag- 
ing viewpoint about conditions in today’s paper market place. 


A Manhattan printer likes to tell this 
story of an order he saved with the 
benefit of a paperman’s suggestion: 

A long-run, large wall-calendar job 
was involved. The printer’s customer 
specified that the calendar pages be 
printed on a 65-pound, white, antique- 
finished cover paper. The brand was 
identified. This printer and his com- 
petitors estimated as instructed. But 
all estimates exceeded the buyer’s bud- 
get. 

So, estimating began anew. Pencils 
were sharpened to needle points. Pro 
duction and estimating staffs huddled 
to effect economies. Suppliers were 
called in new consultations. 

The eventually-to-be-successful bidder 
and his paperman found part of the 
answer to the overall estimating prob- 
lem in the application of paper-know- 
how. Here are the detailed facts for 
what they’re worth to you today, to 
morrow and always: 

Paper required for the job amounted 
to 250,000 sheets size 36 x 48. In 
terms of 65-pound basis cover paper, 
1,000 sheets size 36 x 48 weighed 432 
pounds—a total tonnage of 108,000 
pounds. The price-per-hundredweight 
was $13.65. The total cost, $14,742. 

The caliper thickness of the 65-pound 
cover specified read .0085. The prin- 
ter’s customer described the surface as 
antique with a “little tooth.” The tone 
of white required, “blue.” 

Scratching for savings, the printer 
and his paperman together developed 
a paper that clinched the order. 

Believe it or not, a vellum-finished, 
25 x 38—100-pound, white, offset paper 
strikingly resembled the antique cover 
paper. The micrometer .read an iden 
tical .0085. In weight-per-thousand 
sheets, though, the offset paper showed 


a saving of 68 pounds—and the price- 
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by Charles V. Morris, 
Vice President, Reinhold-Gould, Inc. 


per-hundred-weight benefit was even 
more startling—it added up to $1.40. 

To underscore this over-all saving 
in paper of better than $3,500, study 
the box score in Table A. 

That’s paper know-how at work. 

Yes . . . that’s sterling evidence of 
paper know how at work. Know how 
that didn’t cry “uncle” during the ser- 
ious supply crises of World War II and 
immediately thereafter. Know how 
that met wildly flailing competition 
head-on during 1949 and then knocked 
it for a loop. 

That same know how can carry you 
successfully over the shoal waters of 
present-day unprecedented demand for 
the products of America’s sixth largest 
industry—the paper manufacturing fa- 
cilities. 

Somewhere I read a passage that 
seems to fit the occasion like the silken 
hose on Betty Grable’s million-dollar 
gams. It goes like this... A great pilot 
can sail even when his canvas is rent. 

A seasoned printer and lithographer 
with the assistance of trained-and-true 


paper suppliers can surmount even 
your most difficult production problem. 


Doubts shooed 

A few lines further along I'll give 
you further evidence of applied in- 
genuity in case-history format. 

Right now, though, I'll try to shoo 
away those haunting doubts about the 
ability of the wonderful American pa- 
per manufacturing installations to care 
for your particular requirements. 

During 1950 American manufactur- 
ers of the kinds of paper you use 
achieved a new production record— 
better than 24,000,000 tons. That’s 
enough paper, in 25 x 38-size sheets, 
to circle the globe almost 1000 times. 
That’s 20.15% more yardage than the 
same plants produced during 1949, a 
total then that represented a 32% 
postwar expansion. 

For the record, a very, very minute 
portion of the industry’s 1950 output 
found its way into government print- 
ing requirements. 

And during 1951, even though 
American paper makers are setting 





Charles V. Morris 


(REPORTER'S NOTE: Everybody seems to be 
worried about paper . . . so we asked Charlie 
Morris to give us the real low-down. It 
should prove most valuable to all of you. 
When this issue of THE REPORTER went to 
press . . . no government-written restrictions 
on the kinds and qualities of papers, weights. 
had been Some 
such law is anticipated by the industry. 
possibly in line with the M120 rulings of 
World War II.) 


colors. etc, announced 











TABLE A—OFFSET SUBSTITUTED FOR COVER 


Total Price 
Quality Caliper Size & Weight PerM Tonnage PerCwt Total 
Cover .0085 36x48-432M (20x26-65) 108,000 $13.65 $14,742.00 
Offset 0085 36x48-364M (25x38-100) 91,000¢ 12.25 11,147.50 
TABLE B—OFFSET SUPPLIED REQUIRED BULK 
Total Price 
Quality Caliper Size & Weight PerM Tonnage PerCut Total 
Offset Reg 007 33x50-348M (25x38-100) 60,552 $12.25 §$ 7,417.62 
Offset Vellum .00875 
Offset Reg. 0085 33x50-416M (25x38-120) 72,384% 12.25 8,867.04 
Vellum .010 
Offset Reg. 010 33x50-522M (25x38-150) 90,8283 12.25 11,126.43 
Vellum 012 
Papeterie Vellum 009 33x50-348M (25x38-100) 60,5522 14.20 8,598.38 


TABLE C—OFFSET VELLUM REPLACES BRISTOL 


Total Price 


Quality Caliper Size & Weight PerM Tonnage Per Cwt Total 
Offset Vellum 12 22x28-194M (25x38-150) 5,000 $14.35 $ 717.50 
Bristol 012 22x28-230M (22%x28%-120) 5,000% 16.25 812.50 


TABLE D—OFFSET SUBSTITUTED FOR INDEX 


Total Price 


Quality Caliper Size & Weight Per M Tonnage PerCwt Total 
Index .008 17x22-106M (25'%2x30%-110) 42,4008 $11.55 $4,897.20 
Offset .008 17x22-71M (25x38-90) 28,400% 12.30 3,493.20 
TABLE E—11-POUND BOND FOR 30-POUND BIBLE 
Total Price 
Quality Caliper Size & Weight PerM Tonnage PerCuwt Total 
Bond 0225 = 31x43'4-80M (17x22-11; 25,200 $14.50 $3,654.00 
Bible 002 31x43 4-86M (25x38-30) 27,000 13.85 3,751.96 








aside 10% of their production for 
Uncle Sam, industry leaders see another 
banner production record for civilian 
use. 

Because these facts are likely not 
new to you, you're still seriously fear- 
ful that your everyday paper require- 
ments won't be filled. Should you con- 
tinue to be fearful, you want to know? 

Yes, on one hand. No, no, no on 
the other. 

Yes. If you believe that supplies 
of your favorite grades will flow inter- 
ruptedly. 

Yes. If you believe that all the con- 
ditions you enjoyed during 1949 and 
1950 will prevail during 1951. 

Yes. If you wait until the last min- 
ute to place your orders. 

No, though, if you'll cooperate with 
your printer and your lithographer 
when they ask you to accept other 
pressworthy papers when your favorites 
are not instantly obtainable. 

No, if you'll cooperate with your 
printers and lithographers when they 
suggest ingenious means of meeting 
your production and delivery problems. 

No, if you’ll anticipate. your require- 
ments and order well in advance of 
actual need. 

There are, obviously, other yesses and 
other nos. These should suffice to help 
you gear your thinking to the times. 


Use substitutes 
From my vantage point I can see 
difficulties arising. I’ve lived with many 
serious supply problems these last 9 
months. But, I can truthfully say that 
| don’t know about a single advertising 
or promotion piece that couldn’t be 
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printed for lack of paper. 

Two big oil companies whose annual 
reports are regular award winners in 
Wes Smith’s Financial World contests 
wouldn’t have gone to press during 
February if the companies had insisted 
upon printing on the paper they had 
used “for years” and specified again. 
One of the companies agreed to accept 
the enamel book paper of one Mill 
while the other oil company approved 
a second Mill’s top grade coated paper. 

Three or four publishers of house 
organs have heretofore specified finest 
quality machine coated paper for their 
magazines. The last issues of each 
were printed on machine coated paper 
made on a groundwood base stock. 

This list could be further expanded 
by every printer, lithographer and pa- 
per man you know. 


In emergency market 

Only a few months ago paper buyers 
and their suppliers were calling on all 
the paper marketing-know how at their 
command to cut corners and save $$$. 
They played the full scale of paper 
factors from equivalent weight and 
similar characteristics to bulk, to color 
and finish, to strength and durability. 
Under extremely competitive condi- 
tions lowering costs was the principal 
objective of all the ingenuity practised 
by user and producer of printing and 
lithography. 

Today, on the other hand, applica- 
tion of these factors is expected to work 
miracles now that scarcity is the chief 
obstacle to overcome. Surprisingly 
enough, this theory works to the ad- 
vantage of many of its practitioners. 





Back in April an alert paper sales- 
man was called in to help a large mail 
order-advertiser cut production costs of 


his lithographed catalog. 


joyed. 


Reconciling himself to the condition, 
the advertiser explored the paper mart 
for something “almost as good.” He 
rejected all but one suggestion. The 
paper salesman dreamed-up an opaci- 
fied, hard-sized, machine finish book 
paper with many, if not all, of the 
characteristics of the opaque vellum 


previously used. 


In many respects, the made-to-order 
paper was just as functional as the 
opaque vellum stock. The opacity of 
the new paper didn’t suffer by compari- 


son. The hard-sized surface guaranteed 


satisfactory two-color lithographic re- 
production. The machine-finish mid- 
way between a smooth antique book pa- 
per and an English finish book paper— 


helped appearance-wise. 

Naturally enough, brightness and 
whiteness weren’t up to the standard 
of the opaque vellum. Those appear- 
ance factors had to be sacrificed. 

The press result was satisfactory. 
The paper performed smoothly. No 
fault was found with “look through.” 
Nor did the binder experience any 
difficulty throughout his processing. 

It may be only a matter of time 
before this mail advertiser may be 
forced to forsake his new-found, lower 
cost paper and return to the typical 
opaque vellum. Today’s market con- 
ditions may dictate that action. 

During World War II and imme- 
diately thereafter, the factors of equi- 
valent weight and similar character- 
istics were regularly brought into play. 
In those days it paid well to be in- 
genious. 


“Building” with bulk 

Still another classic story bears re- 
peating because it so dramatically fo- 
cuses attention on the value of “build- 
ing” papers to order when all else fails. 
The “bulk factor” provided the an- 
swer to the problem. 

For a deluxe “showpiece” publica- 
tion, the editor had, from the outset, 
resolutely decided to print the letter- 
press section on a heavy-weight coated 
paper, 25 x 38—120-pound. 

However, none of the original dum- 
mies presenting combinations of vari- 
ous brands and qualities hit the bulls’ 
eye. The editor wanted a bulky publi- 
cation, a “substantial, hefty book.” He 
wanted both the offset and letterpress 
sections produced on functionally rigid 
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Previously 
he had used typical opaque vellum 
papers. His limited budget forced him 
to forego the benefits of appearance 
and high opacity he had hitherto en- 
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papers. He hoped the art subjects on 
some of the pages would be clipped 
and mounted for framing. Conse- 
quently, extraordinary thickness was 
sought. The papers first presented 
for the offset section were more supple 
than rigid. To guarantee the proper 
caliper thickness, a conventional offset 
paper in the 25 x 30—150-pound weight 
was considered. 


Price not a factor 

It’s interesting to recall at this early 
date in the making of the book, price 
wasn’t of the essence. Rather, deter- 
mining the proper paper added up to 
the major project facing editor, lithog- 
raphers, binder and paper supplier. 

Came, then, into the picture, still 
another paper man with an idea that 
paid off in a contract for the first 
year’s paper requirements. Involved 
were a little better than six carloads of 
paper—coated and antique. That ob- 
jective made ingenuity all the more 
worth the effort. 

A good quality, 17 x 22—40-pound 
papeterie was recommended. Not just 
any 17 x 22—40-pound papeterie, but 
the specific grade of a mill whose 
papers are known to be inherently 
bulky. 

The suggestion was sure-fire. 

In the eyes of the editor, this paper 
suitably provided every quality he 
wanted. The lithographer agreed. And 
the binder satisfied himself by making 
a case-bound dummy. 

The bulk was high, a substantial 
.009; a “hefty” feel. The proper rigid- 
ity was apparent in a flash. There 
was stiffness not even the vellum- 
finished offset possessed. But with all 
that, the paper was flexible enough 
to make for easy reading. 

The tone of white was bright and 
blue and clean. 

Price? Actually, the publisher paid 
more for the paper he subsequently 
selected than he would have had he 
settled for the 25 x 38—100-pound, 
white, vellum-finished offset paper that 
calipered .00875. The offset paper 
would have cost him a trifle more than 
$7,400 for the year’s supply. The bill 
the publisher paid amounted to ap- 
proximately $8,500. Until the papeterie 
had been introduced, though, the pub- 
lisher had given prominent considera- 
tion to the 25 x 38—120-pound, regular, 
wove-finished offset. Then he had 
been prepared to purchase the year’s re- 
quirements for about $8,800. 

Translated in sizes and weights, and 
$ and ¢, the story is briefed in 


Table B. 
Applied ingenuity 
The identical principle is practiced 
almost every day by seasoned buyers of 
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printing, printers and lithographers 
and their paper suppliers. For instance, 
this additional evidence: 

Costs of producing colorful advertis- 
ing-postcards had followed a spectacu- 
lar spiral until one of the major users 
of the medium considered dropping it 
from his 1950 program. All sorts of 
substitute measures had been investi- 
gated. Each in order was decided 
against. 

A paper salesman saved the day; 
saved an order which added up to 
20,000 pounds annually—and, inciden- 
tally, helped the printer keep the busi- 
ness which might have slipped away. 

The advertiser had for years con- 
sistently used a good quality, natural- 
white, vellum-finished printing bristol 
of a well-known brand. Nothing less 
would do. Not until the hero of this 
story and his bright idea came on the 
scene. 

He helped to sell the advertiser on 
the value of a 25 x 38—150-pound, 
cream-tint, vellum-finished offset paper 
calipering a husky .012. Characteristic- 
for-characteristic, this paper resembled 
the bristol. Missing only was its in- 
herently superior snap and rigidity. 

The scorecard tells its own story. 
The $100 saved in the purchase of 
paper, plus the production economies, 
piled high enough to impress the ad- 
vertiser. (See table C.) 

Here’s still another case for the rec- 
ord: 

A printer had been regularly buying 
400,000 sheets, 17 x 22—106M (basis 
25!” x 30%—110, caliper thickness of 
the brand, .008) of a “toothy” index 
bristol; purpose, mailing list cards. 
The printer had been paying a price of 
$11.55 a hundred pounds. 

He subsequently selected a perfectly 
satisfactory paper for considerably less 
money. A 25 x 38—90-pound, white, 
vellum-finished, offset paper, and he 
pays $12.35 a hundred pounds for it. 
No saving there, you say? You're right. 
The real economy is possible because 
the printer enjoys an almost unbeliev- 
able saving in weight. See for your- 


self in Table D. 


The best ideas are common property 
None of the preceding solutions to 
knotty paper problems are exclusive 
to any one supplier; not even to a 
few. Paper know how is common 
property in a very ingenious industry. 
Investigate these additional case- 
histories that show how problems were 
solved. Why? Because the identical 
findings can be helpful now. 
Tag Stock to rescue 
A greeting card publisher supplies 
its house-to-house canvassers with large, 









accordion-style samplers showing the 
complete line of cards. For years these 
samplers were printed on antique finish 
cover paper, now and again on leather- 
embossed cover and hard-wearing py- 
roxylin leatherette cover. But results 
were never entirely satisfactory. The 
samplers fell apart too soon. 

A new paper salesman calling on the 
publisher suggested a very obvious cor- 
rective measure. The publisher can’t 
understand yet why he hadn’t thought 
of the idea first. 

“Why not use a tag stock?” was the 
question the paper salesman asked. 
“Yes, why not!” The publisher was in 
instant and amazed agreement. 


Another use for tag 

This is another experience that will 
never dim in the memory of a young 
paper salesman. 

He was called into gloomy conclave 
with production executives of a pub- 
lication and its lithographer. Serious 
trouble was brewing. Planning a new 
edition, artist and production personnel 
had selected 150-pound offset for the 
cover. After lithographing in two col- 
ors, the cover was to be embossed with 
an almost overall pattern. Came then 
the grief. 

Hot-embossed, the offset paper be- 
came limp and lifeless, offering the book 
no protection whatever. Then antique 
cover papers were tried and also found 
wanting. Limpness continued to plague 
the publisher. A series of tough bris- 
tols also proved only so-so-satisfactory. 

The young paper salesman listened 
attentively to the unpleasant history, 
thinking, thinking. Finally, he said: 

“Tag stock—l25-pound white tag 
should answer all your problems.” 

Subsequent test runs proved the wis- 
dom of this recommendation. The 
nature of the design permitted good 
lithographic reproduction. The rigid- 
ity and inherent strength of the tag 
held-up the embossed design. Until 
the design motif of the publication 
changed, the tag continued on as the 
cover paper. 





NEXT MONTH 


We will continue to give you 
ideas on making paper s-t-r-e-t-c-h 
...and on all sorts of production 
and supply economies. If any of 
you readers have suggestions 
which should be passed along to 
others send them to us. 
We must all do some serious 
thinking about meeting the chal- 
lenge of a real and growing 
emergency. 























Coated tag does it 


A pattern book on the counters of 
dry goods stores and piece goods de- 
partments in department stores takes 
a severe beating from women shoppers. 

The index pages, particularly, must 
be extra-strong and durable, to with- 
stand even average treatment. 

One of the publishers in the field 
recently decided to dress-up the index 
pages of his book. Designers went to 
work with color, with elaborate and 
highly-stylized wash drawings. Sturdy 
old jute manila tag no longer belonged. 
White-page background was called for 
. . . but the printers and the lithog- 
raphers called in on the job threw up 
their hands when asked to print the 
intricate design on white tag stock. All 
kinds of white bristols—strong folding 
bristols—were considered. None were 
found strong enough. 

Another paper man was called in. 
His idea paid off. “Use a tough check,” 
he suggested. The recommendation 
was interesting . . . but the publisher 
wasn’t too excited about the coated- 
two-sides feature of the stock. Only 
type was printed on the under-side of 
the sheet; and occasionally corrections 
were made with pen-and-ink or with 
rubber stamp. 

“That’s easy-to take care of,” the 
paper man said. “We'll just coat one 
side of the tag.” And that’s the way 
the order was subsequently placed. 


1l-pound bond to the rescue 


Twenty-seven thousand pounds of a 
30-pound sulphite bible paper weren’t 
available quickly enough. The printer 
exhausted the list of his regular sup- 
pliers of lightweight papers, typical 
bible papers and lightweight english 
finish book papers. But to no avail. 

One paper merchant—never before 
considered as a supplier—found the 
answer to the knotty problem. The 
solution lay in the use of an 11-pound 
sulphite bond paper. Now, 17 x 22— 
11-pound bond is equivalent to a 25 x 
38—28-pound book paper. So, reasoned 
the paper merchant when he learned 
that the paper would be used for the 
pages of large wall calendars, the sub- 
stantial feel, the .00225 caliper and the 
hard-sized surface characteristics of the 
bond paper could prove even more de- 
sirable for the purpose than the english 
finish book paper or the bible paper 
had been. 

To make a long story short, the order 
was placed for the 11-pound bond paper 
and it subsequently proved beneficial 
on more counts than just availability. 


when all the returns were in is also 
a point worth remembering. (For all 
the facts investigate Table E.) 


Bird-in-the-hand theory 


The lithographer shopped high and 
low for almost 12,000 pounds of 25 x 
38—60-pound offset paper in size 38 
x 50. He had to go to press with a 
re-run in a matter of hours. His search 
for the offset was unavailing. 

Two especially sales-minded paper 
merchants made suggestions that mer- 
ited consideration while the lithog- 
rapher continued his telephone shop- 
ping. 

Like so many of their competitors, 
these two merchants couldn’t furnish 
the offset paper demanded. One, 
though, recommended using a 38 x 50 
size in a 17 x 22—24-pound, white, 
sulphite ledger paper. Odd as were 
the size and weight for the grade, the 
paper was in stock. And a worthy 
substitute it was for the offset paper 
by almost every characteristic, appear- 
ance, weight, caliper thickness, finish, 
whiteness, brightness. 

By weight-per-thousand sheets, the 
ledger was a trifle heavier. Actually 
24-pound ledger in 38 x 50-size weighs 
244 pounds to the thousand sheets. The 
38 x 50-size offset paper weighs 240 
pounds to the thousand sheets. 

Despite the fact that the ledger paper 
was more costly—$17.60 a hundred 
pounds versus $13.45 for the offset 
paper—the lithographer was still in- 
terested in it on the availability count. 

The second of the two paper mer- 
chants “with an idea,” suggested a 17 


x 22—24-pound wedding vellum. 
Again the similar characteristics and 
almost identical weight proved “selling 
points” the lithographer couldn’t fail 
to recognize. 

Only the price of the wedding vellum 
prevented its use. The cost of $19.15 
a hundredweight proved its undoing. 

The lithographer’s customer - ap- 
proved the ledger paper on the basis 
of its lower cost, as well as its apparent 
fitness for the job. 

Each of these paper men tried to 
sell an idea, tried to render a service, 
definitely traded on the equivalent 
weight factor and similar characteris- 
tics. Of course, the bird-in-the-hand 
nature of things proved an advantage 
other merchants consulted might not 
have had. Just the ‘same, one of the 
merchants forced all the factors to 
work for him and his customer. 


Where there's a will... 


You have just read 10 studies re- 
vealing ingenious application of paper 
know how. | like to tell these stories be- 
cause they are indicative of the kind of 
help your paper suppliers, your printers 
and lithographers can render when the 
going’s rough. 

These case histories are important 
to you because they prove that come- 
what-may the chances of your not being 
too badly hurt by developments in the 
paper market place are very good. 

Where there’s a will, there’s a way. 
That’s for sure. You've only to have 
the will. Your printer, your lithog- 
rapher, your paper supplier will find 
the way. 








SIX SURVIVAL SECRETS FOR ATOMIC ATTACKS 








rr THE MYTHS ALWAYS PUT FIRST THINGS FIRST... 


@ TRY TO GET SHIELDED 
you hove time, get down in o bosement or subway. Should 
you unexpectedly be cought ovt-of doors, seek shelter alongside 

@ building, oF jump in ony handy ditch or gutter 

© DROP FLAT ON GROUND OR FLOOR 

To keep from being tossed cbout ond to lessen the chances 

of being struck by folling ond Aying objects, Rotten out at the bose 

of @ wail, or ot the bottom of « bonk. 


Atomic Weopons Will Not 
y the Earth 
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© BURY YOUR FACE IN YOUR ARMS ' Karow which is the safest p 
When you drop flot, hide your eyes in the crook of your elbow bs us 
Thot will protect your foce from flash burns, prevent temporory 
blindness ond keep flying objects out of your eyes 


NEVER LOSE YOUR HEAD... 


© DON’T RUSH OUTSIDE RIGHT AFTER BOMBING 

After on air burst, wait o few minutes then go help to fight fires. 

After other kinds of bursts woit ot 'east | hour to give lingering 

rodichon some chorce to die dowr 

© DON'T TAKE CHANCES WITH FOOD OR WATER 
IN OPEN CONTAINERS 

To prevent rodwactive poisoning o dieuse, select your food 

ond water with core. When there is reason to believe they moy be 

Albwoys Fate! comominoted, stich to conned and bottied things if posible 

cc © DON’T START RUMORS 

fn the confusion that follows o bombing, o single rumor might 

touch of © ponic thet could cost your life pote! 
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2. Know Your Own Home 


burner and what to do abou 


3. Move Emergency Equipment 
end Supplies Hand 


4. Gose All Windows ond 
Doors ond Drow the Blinds 


5. Use the Telephone Only tor 
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Out of all the current confused talk and writing about bombing. . 


. we like 


The printer found it especially press- 
worthy and the printe r’s customer ex- 
pressed overall approval. That the 


the simple way the subject is covered and displayed by editor Robert S. Smith 
in the January issue of Indiana Telephone News, 240 N. Meridian St., Indianapolis 
9, Indiana. We are reproducing and reducing the center spread in this 44 page 


printer also enjoyed a hundred-$ saving 5." x 73,” always-good house magazine. 
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INTERNATIONAL BUSINESS MACHINES CORPORATION 
590 MADISON AVENUE 
NEW YORK 22, N. Y. 


Dear Sir: 


The letters you send are important. 
They should look important, too. 


The distinctive typing and the even, 
clear impressions of an Executive* modelIBM 
Electric Typewriter command attention, lend 
grace and dignity to all typewritten work. 


Public acceptance proves the IBM 
Electric is the world's finest typewriter. 
Surely, you'll want to investigate its many 
advantages -- almost effortless typing, great- 
er speed, economy, outstanding results, and 
perfect impressions wherever your letters go. 


Sincerely yours, 








Only one typewriter in the world — = 
we = : “sl 5 “4 I L Both this acienticsinited OE 
IBM Electric Typewriter, Executive mo a agg aesanes 
del and the Standard model are availa 
mo 


590 Madison . om 
New York 22, N 
wide choice of colors and type faces. 


tion 
"d like to see a demonstrat 
rae TBM Electric Typewriter. 


: Please send brochure. 
| ; LJ 
° a tesciensiiaiil 
| = . 


Company 


Address 











We Sell By 


The Golden Rule 





REPORTER'S NOTE: Whitt Schultz travelled 
east from his home and office in Highland 
Park, Illinois to talk before the March Ist 
meeting of The New York Hundred Million 
Club. His talk was unusual for a hard- 
boiled bunch of mail order people. Given 
in his out-of-the-ordinary style. Short sen- 
tences. Short words Quick thoughts. Al- 
though this issue had closed . . . we made 
some rapid changes . . . and here’s his talk 
without any editing. Hope you enjoy the 
thoughts in it, 





For a long time now I've heard about 
the Hundred Million Club—* the 
club with the most impressive name 
in the nation, in my opinion. 

I know each of you is a leader in 
your field . . . and that each of you 
has an outstanding record behind you. 

And a bright future too, I'll wager. 

While I was flying to New York last 
night, the words “hundred million” 
bounced around in my head. And 
I was trying to visualize that many 
mailing pieces. 

I had a few letters in my wallet and 
I stacked them one on top of the other 

. and they made a pile half an inch 
high. 

My letters were average size—the 
kind that neatly hold checks and 
money orders!—and so I did some 
figuring up there in the wide, blue 
yonder. 


Stack one hundred million letters 
on top of one another and that’s 
a lot of letters . . . about 85 miles high 
of letters . . . eight times higher than 
man has traveled off into space. 

Well, quite frankly, it'll be a long, 
long time before our modest firm, 
Northmore’s, in Highland Park, Illi- 
nois, sends out that many mailing 
pieces. 





* Footnote: The original name is really out 
dated Founding group counted their annual 
miling volume and it totaled a hundred 
million But today it might well be a 
billion Four members of the present club 
mail more than a hundred million per year 


combined 
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by Whitt N. Shultz 


Northmore’s, Highland Park, Illinois 


But I suppose those tremendous num- 
bers don’t amaze you as much as they 
do me. 

Now, I said to myself, if these men 
and women are used to sending out 
that many million of mailing pieces, 
what can I possibly tell them about 
direct mail? 

So, I decided I'd chat with you about 
something I know about, something 
that’s very close to me—our philosophy 
of selling by mail. 

Perhaps what I say will help you. 
I hope so sincerely. 

And that reminds me of a true story. 

Friend Chuck Percy, the dynamic, 
30-year-old president of the 25 million 
dollar Bell & Howell Company, and 
the youngest president of a major 
American firm in the world, told me 
this story . . . and I believe it might 
well set the theme for this chat with 
you. 


Putting The Pieces Together 

It was early one Sunday afternoon. 

Dad had just gotten settled into his 
favorite chair . and he was about 
to read his Sunday New York Herald 
Tribune. 

Suddenly Junior came in. 

“Dad!” the youth said, “How about 
reading me the funnies?” 

“Oh, not now, Son. Why don’t 
you go out and play?” 

“Nope!” said the Atomic Age 
youngster, “I want you to read me the 
funnies now!” 

“All right, Son. But first I want 
you to do something for me.” 

“See this map, Son,” Dad asked, 
showing his boy one of those typical 
maps of the world usually found in 
Sunday’s papers. 

“Yep!” said Junior. 


“Well, I'm going to cut up this map 
. and I want you to take the pieces 
of this map to your room and paste 





them together perfectly. When you've 
got the map of the world together 
perfectly, bring it back to me, and then 
I'll read you the funnies.” 


“Okay, Dad.” And Junior went 


off to his room... . 
“Finally,” Dad said to himself. 
“Now I can read my paper in peace. 
But . . . minutes later Junior re- 
turned, smiling. . 


“Here’s the map of the world, Dad, 
all put together right!” 

Amazed at his Son’s sudden brilli- 
ance, Dad said: 

“How did you get this map together 
so fast?” 

“Easy Dad. You see on the back 
of the map is a picture of a man. I 
just put the man together right .. . 
and the world was right.” 

Now, if you put a business together 
right, I believe it'll be a success .. .« 
really contribute to the betterment of 
our great nation. 

I remember well the counsel given 
to me by “Boss” Kettering, General 
Motors’ inventive genius, creator of 
the self-starter for automobiles, and 
many other outstanding inventions. 


He told me this during my under- 
graduate days at Northwestern Univer- 
sity when | interviewed him for a 
Chicago daily newspaper. 

“Son,” Boss Kettering said, “if you 
think a bright future and build for 
one, that’s what you'll have!” 

And there’s a lot of truth in that. 


I also remember what our good 
friend, the late Miles Kimball, told 
me one winter afternoon as we 
were touring his huge plant in Osh- 
kosh, Wisconsin. 

“Whitt,” Miles said, “There’s no one 
more important than your customer. 
Treat him well. Do this and you'll 
be successful.” 
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Now what these two fine gentlemen 
told me is uncommon, COMMON 
BUSINESS SENSE—so much in front 
of us, perhaps, that we don’t appreciate 
the real and great importance of our 
own customer. 

So... armed with this good advice 
from these leaders, in different fields, 
I decided to make service our No. | 
rule in selling by mail at Northmore’s. 

I well remember that CRYSTAL 
SET RADIO I ordered by mail when 
I was a youth. 

I waited months for delivery. | 
never even knew my order had been 
received. 

But . . . apparently it was, for 
months, three months to be exact, after 
I sent in my order, the set arrived. 

It was poorly packed .. . and it 
didn’t work . . . and, frankly, there 
were tears in my eyes. 

Right then, I sincerely believe, the 
idea of IMMEDIATE, GUARAN- 
TEED SERVICE was lodged in my 
mind. 

Some few years later I enlisted in 
the Army, back in World War II, and, 
believe it or not, I waited over 90,000 
minutes in pay, chow, and _ physical 
examination lines. We did a lot of 
hurrying up to just wait in the Army. 

So... when I got out of the Army, 
I decided I wasn’t going to wait. 

NOR WOULD I LET MY CUS- 
TOMERS WAIT. 

Service, in my opinion, is vitally im- 
portant to successful mail order selling. 
I don’t mean just standard service. 
I mean de luxe service. 1 mean TURN- 
THE-OTHER-CHEEK sservice—mak- 
ing your customer believe that he is 
unquestionably right at all times. 

Service is what each of us can really 
give during these trying, belt-tighten- 
ing, Are-We-Or-Aren't-We-Going-To- 
Fight-Russia days. 

Now let’s get specific. 

I'd like to pass along to you the rules 
that guide us in our selling by mail. 

Truly, I believe it’s a philosophy. 
We call it our YES TO LIFE PHILOS- 
OPHY of selling by mail. God is our 
mail order partner. And we try to 
sell by the Golden Rule. 

Here, then, are the NINE rules we 
follow: 

No. 1. A customer treated well remembers 

. and buys again .. . and again. And you 
know how important repeat business is! 
No. 2. A Northmore customer is always and 
unquestionably right. 

No. 3. We'll sell only products that'll help 


our customers make their homes finer and 
their lives more pleasant. 


No. 4. We'll always treat our customers as 
we wish to be treated—favorably and with 
respect. 


No. 5. All orders will be filled and shipped 
the day received. If this isn't possible, we'll 
inform our customers by return mail. (And 
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iA Mailing that Formerly Took 


12 HOURS 
May NOW be Cut to 


2 HOURS 24 MIN. 















YU GATHERS ENCLOSURES 
YU INSERTS INTO ENVELOPE 


SEALS ENVELOPE 
YY counts 


PRINTS 
POSTAGE INDICIA STACKS 


You can cut mailing costs by five the way the nation's top 
department stores, insurance companies, banks, publishers, utili- 
ties, etc., do. They mail their checks, bills, circulars, and pro- 
motion literature with the Inserting and Mailing Machine. In no 
time the machine pays for itself out of savings on mailing costs. 
The Inserting and Mailing Machine is automatically controlled. 
It cannot make an undetected error without stopping and sig- 
nalling the operator exactly where the tell-tale trouble lies. 


One person takes the place of a crew of workers. All you do is 
stack the machine, press a button and off you go . . . enclosures 
are gathered, envelopes flapped, all inserts are placed in the 
envelope, flaps are sealed, postage indicia printed, and the 
mail is stacked ready for the mail bag. Ask your business friends 
about the Inserting and Mailing Machine . . . or just clip the 
coupon and ask us! 


INSERTING & MAILING MACHINE CO. 
PHILLIPSBURG, N.J 
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How Many DUDS 
Can You Afford ? 


ailers are getting more and 

more finicky about the mail- 
ing lists they rent. Their budgets 
for mail-selling promotions are 
tighter. They're looking for fatter 
returns from test mailings—doing 
more shopping around among 
list brokers 


e think it's a good thing. Our 

business always seems to 
perk up when mailers put the 
pressure on. Probably because 
we offer them people, not mere 
names, in the lists we recommend 
It makes us gluttons for work, to 
be sure. But we're happy enough 
with the customer's payoff. How 
about you? 


rite on your business letter 
head for our descriptive folder 

“WHICH WILL YOU HAVE- 
NAMES OR PEOPLE?” 


* 
I 
SPECIAL LIST BUREAU 


DIVISION of DICKIE-RAYMOND 
80 BROAD STREET. BOSTON 10 











NO TYPE USED.» 


IN THIS AD! 
HONEST INJUN ! 


This entire ad was set Af 


HOW? FS 


. the streamlined, scientific FOTOTYPE 


way! Speedy - easy - economical. Anyone can 






without a single stick 
of metal type. 


set type as fast as 15 characters a minute with 

FOTOTYPE. Slide die-cut cardboard letters 

into self-aligning composing stick. Simplifies 

preparation of copy for offset, planographing 

and photo engraving. Cuts typesetting costs. 

Wide selection of distinctive type faces. 
Write for free catalog. 


/Felolyri / 


1423 ! ROSCOE ST CHICAGO 13_ 
he HE EYE 
When you're looking for 


FREF Prootbook = 43 
EYE*CATCHERS, Inc. 
10 E. 38 St. New York City 16 























When you 
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RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 

BIRTH LISTS EXCLUSIVELY 

for over fifty-five veors 

90 Fifth Ave., New York 11 
OR 5-3523 











we will always acknowledge all orders the 
day received.) 

No. 6. We'll constantly strive for accuracy. 
We'll remember a person’s name is most 
important to him, and we'll treat his name 
with extreme care. We insist that our staff 
spell our customer names correctly always. 
No. 7. Should our customer receive a dam- 
aged or defective product, he'll be sent a new 
and perfect replacement by special delivery 
the dav his complaint reaches our head- 
quarters. 

No. 8. If a customer is not delighted with 
his purchase in every way, his money will 
be instantly and cheerfully refunded by 
return, airmail, special delivery. No ques- 
tions asked. Just a friendly note or letter sent 
with the refund check. 

No. 9. We believe—and we will continue 
to believe—that every mail shopper is un- 
questionably honest until proven otherwise. 
(In brief, we never judge a man a failure 
until he fails at something he likes. And 
no man ever does!) 

Now a summary of these rules is our 
guarantee which appears on all of our 
selling literature. 

That guarantee reads as follows: 

Each Northmore product is unquestionably 
and unconditionally guaranteed. If you're not 
delighted in every way, we'll instantly and 
cheerfully refund vour money by return, air- 
mail, special delivery. You can buy with 
complete confidence from Northmore’s be 
cause our No. | duty is to please you! 


Employees and Suppliers, too 

There’s an old saying that reads, 
CHARITY BEGINS AT HOME. 

So, if we’re to follow that truism, 
we'd better treat our staff well. 

And we try to. 

At Northmore’s we work on the 
honor system. 

No time clocks are punched. 

If a staff member says he worked 40 
hours, 48, or 50 hours, that’s what he’s 
paid for. 

He knows his job. 

He knows what he has to accomplish. 

It’s up to him! 

We try to give frequent raises. Bo- 
nuses, too. (We got a few through 
before High Tax Harry and his crew 
clamped the lid on pay hikes!) 

And each time a staff member is paid, 
a compliment is typed on his check, 
praising him for a specific job he did 
well during the week. 

Kindness, we’ve found, goes a long 
way. 

A verbal and physical slap on the 
back means a great deal to a person, 
I think. 

At Northmore’s we try to look for 
the good. 

See it. 

And then react positively to it. 

And we remember our suppliers, 
too, .n the daily conduct of our busi- 
ness. 

They deserve sincere praise, too, and 
we frequently write a note of apprecia- 
tion on their invoice or on our check 
to them thanking them for taking such 


prompt care of our orders despite hard- 
ships that are fighting against each of 
us nowadays. 

And we know suppliers like their 
bills paid promptly, too. And we 
comply. 

In these unpredictable days, there’s 
not enough good will being built. 

Too many folks are trying to tear 
down. To destroy. To dig holes... 
planting nothing. 

Like you, at Northmore’s we're try- 
ing to keep our own yard cleaned up 

. and not meddling in our neigh- 
bors’. 

Working With Competitors 

Finally, we believe strongly in prais- 
ing and helping our competitors—if 
they're doing a good job . . . and most 
of them are. 

Often, for example, one of our cus- 
tomers, or a stranger, will write us, 
asking if we have a certain product. 

Many times we don’t have the spe- 
cific product she needs . . . but we 
usually know where she can get it... 
and from what mail order firm. 

(We religiously read and study our 
competitor's mailing pieces so we know 
where to direct these folks who write 
seeking products we don’t have.) 

So . . . we write a letter that goes 
like this: 

Dear Mrs. Smith:— 

Thank you for your courteous and friendly 
letter just received. 

We're indeed sorry we don’t carry X prod- 
uct. You can, however, get this item from 
the fine mail order firm, the Miles Kimball 
Company, Kimball Building, Oshkosh, Wis- 
consin. We feel certain they will be able to 
hll your order. They give excellent service. 

Sincerely, 

Now, of course, we don’t only re- 
commend that our customers buy from 
our competitors. We try also to learn 
what items have sold well for our 
competitors, and we trade our leading 
items with them. 

We've done just this many times 
with Miles Kimball, Luther Breck, Jack 
Tuttle of Madison House, and others. 

We've found that mutual trading 
of leading items has really helped us 

. and we hope our suggestions have 
helped others. 

Like you, I believe in competition. 
Friendly competition, that is. 

We're all in this challenging and 
fascinating mail order business to serve 
our customers and to make a living. 

I say we might as well enjoy our 
work by working co-operatively with 
our competitors. 

I know we've been helped tremen- 
dously by others. 

And now if I can help someone with 
my experience, I’m delighted. 

I don’t believe you can be too con- 
scientious in serving your customers. 
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I remember an actual occurence that 
happened at Marshall Field’s in Chi- 
cago many years ago. 

An elderly lady came into the store 
and approached one of the floor 
walkers. Where, she asked, could she 
return these shoes which she held up, 
showing the manager. 

He courteously escorted her to the 
Credit Department. 

She stated her shoes were not com- 
fortable . . . and that she wanted to 
return them for full credit. 

Now the shoes were new, it’s true. 
They had not been neglected or worn. 
But they were old. And they didn’t 
fit! 

So Field’s gave a refund to this 
woman even though the shoes were 
years old—AND OF THE HIGH 
BUTTON TYPE! 

This was a friendly and good-will- 
building gesture on the part of Field’s 
for the sweet old lady praised the store 
until her dying day . . . many years 
later. Here was a fine example of 
effective public relations. 

Another example of conscientious- 
ness, although not particularly related 
to mail selling, was displayed by my 
bride shortly after we were married. 

We were having a party. It was one 
of our first. We were entertaining 
some important mail order folks. The 
dinner was to be highlighted by roast 
turkey. 

My bride, in her usual conscientious 
way, decided to begin roasting the 
turkey the night before the event. 

And what a roasting job she did! 

In one of those mail order cookbooks 
Pat had bought before we were mar- 
ried, it said to baste a turkey every hour, 
on the hour. 

And so my bride did. 

The alarm clock was set to ring 
EVERY HOUR. 

And it surely did. 

And that was a rugged night. 

Particularly around 3 A.M. when 
the alarm had gone off four different 
times in four successive hours. 

At 4 A.M. when the alarm went 
off again, I, stunned and startled as I 
was each time it had rung, awakened 
and asked Pat where she was going 
at that hour as she leaped out of bed. 

“To baste the turkey, of course,” 
she said. “WHERE ELSE WOULD I 
BE GOING AT 4 A.M.?” 

Ah, such are the problems of married 
life and mail selling! 

And, that reminds me: Have you 
ever made a mailing that brought a 
98°% return? We did. 

We mailed out 500 
our wedding. 

498 folks came .. . and the presents 
they brought were beautiful. 


invitations to 
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That was, indeed. a mighty good 
mailing .. . 
Well, I’ve chatted long enough. 


* * * 


So . . . let me summarize briefly. 

In these challenging days we’re all 
facing, I believe that 7f we apply the 
Golden Rule in all our business deal- 
ings;—and if we conduct our busi- 
nesses in a Christian manner, we'll 
have more sales, more happiness, more 
peace of mind. 

I'll bet my life on that! 


@ “CAN YOUR ADVERTISING Pass 
the Eye-Q Test?” is the intriguing title 
of an effective folder issued by John P. 
Smith Company, Inc., 195 Platt Street. 
Rochester 14, N. Y. The copy slant: 
“The eyes of your prospects are the 
gates through which your printed ad- 
On this 


threshold, your words will be welcomed 


vertising message must pass. 


To get inside to the 
the 


er locked out. 
IQ,’ your advertising must pass 
‘Eye-Q’ test.” 


Now you can 


Rag Bond Envelopes 
that SEAL QUICK 
and GRIP TIGHT 


Now, faster than ever sealing for 
your rag bond envelopes! For 
U.S.E. laboratories have devel- 
oped “GRIP-QUIK,” a new ad- 
hesive that produces a perfect 
seal, instantly, permanently. 


GRIP-QUIK* Seal Flap Gum 
can be applied to any rag-content 
bond without requiring changes 
in surface sizing. Your bond en- 
velopes will seal easily and stay 
sealed — will have the snap and 
crackle, opacity, fine printing and 
writing surface and exact match 
with paper that you desire. 

Ask your paper merchant for 


EA-1 


samples. 


*Trade Mark of United States Envelope Company 





UNITED STATES ENVELOPE COMPANY 


14 Divisions Coast to Coast 
SPRINGFIELD 2, MASSACHUSETTS 


buy 







GRIP-QU/K © 
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SURELY 


RAG BOND 


ENVELOPES 


MADE FOR 


American Writing Paper Corp. 
Brightwater Paper Company 
Byron Weston Company 

L. L. Brown Paper Company 
Crocker-McElwain Company 
W. C. Hamilton & Sons, Inc. 
Keith Paper Company 

Millers Falls Paper Company 
Neench Paper Company 
Parsons Paper Company 
Whiting-Plover Paper Company 
Whiting & Company 

Valley Paper Company 














MEDICAL 
ADDRESSING 
SERVICE 


We maintain a complete mailing 
list of all practicing physicians 
arranged by states and cities and 
by specialty groups. Addressing 
charges are low. 100% post office 
delivery is guaranteed on mail- 
ings made from our list. Orders 
are handled within a few days. 
Write for detailed counts and 
prices. 


® Accuracy guaranteed 

* Low cost addressing 

* Write for counts and prices 
* 72-hour service 


* Clean address imprints 


Fisher-Stevens Service 
Inc. 


345 Hudson Street 
New York 14, N. Y. 



























RUSH 


ORDERS 


OUR SPECIALTY 
OVERNIGHT SERV- 


* TEST MAILINGS ICE: A large pub- 


Also lisher needed 100M 
envelopes overnight 
@ IMPRINTING for an important 
(on Dealer's Aids) test mailing. We 

@ SPECIAL RUNS —inorning. 


delivered in the 
for any need 



















ENVELOPE CO. 6 


160 W. 22nd ST.,N.Y. 11 


Member of the D. M A.A 





TOP MAIL ORDER LIST 
AVAILABLE 


Half million names of recent mail 
wrder buyers available on Speedomat 
plates For sale or rental 
Write Box 31, The Reporter, 
17 E. 42nd St., New York, N. Y. 


SALES LETTER “STOPPERS” 


nique ideas available 








indreds of 


or specially created to increase your 
letter effectiveness Wr ite on your 
letterhead for complete list and 
samples 


A. AUGUST TIGER 


545 Fifth Ave New York 17, N. Y. 











A Starch Report 
On A Retail Direct 


Mail Promotion 


During New York Printing Week, 
Daniel Starch gave an interesting talk 
on “Measuring the Impact of the 
Printed Word.” Of the three case 
histories, his report for a chain of retail 
stores was most convincing. Here are 


the highlights. 


Measuring Sales Produced 
by a Circular 


Purpose: This is typical of hun- 
dreds of such studies throughout the 
country. Mailings are made at various 
seasons of the year soliciting orders— 
either directly through an order blank 
enclosed, or by inviting the recipient to 
come to the store. In this instance, a cir- 
cular concerning wearing apparel was 
sent to a long list in cities in various sec- 
tions of the United States in which 
shops offered this merchandise. The re- 
cipient was solicited to send in an order 
on a form provided in the circular, or 
come into one of the stores to make 
purchases. 

In this instance the management 
wanted to determine: 1. Dollar vol- 
ume produced by the mailing sent out 
at this particular season of the year, 
and 2. Characteristics such as age, 
income, and location of the recipient 
who come into the store to buy, as a 
guide in formulating a more profitable 
mailing policy. 

Method: In order to accomplish 
these objectives, personal interviews 
were made during a period of two 
weeks immediately after the mailing of 
the circular in eight selected cities. 
The investigators were stationed within 
the store and interviewed as many cus- 
tomers as trafic would permit. The 
ones chosen were a complete random 
number from among those who came 
into the store. The interviews were con- 
ducted after the customers had made 
their purchases and were about to 
leave the store. Any particular cus- 
tomer might or might not have re- 
ceived the circular. The purpose of 
the interview was to find out whether 
they had received the circular, whether 


they had read it, what they had in- 


28 


tended to buy and what they actually 
did buy, dollar amount of purchase and 
for whose use the merchandise was 
purchased. 

All customers were asked classifica- 
tion data, such as occupation, sex, race, 
marital status, age, car, home, and 
telephone ownership and number of 
adult men in family. 

If the customer had not received 
the circular, the interviewer asked the 
total amount of his purchase, past pur- 
chases made at this and other stores 
under the same management, and for 
whose use the merchandise was pur- 
chased. 

Interviews were obtained with 21°/ 
of a total of nearly 10,000 customers 
who came into eight stores during the 
period under study. 

Summary of Findings: 
results are as follows: 


The chief 


1. One out of four customers reported 
receiving the circular. 

2. The percentages of customers who 
came to the stores, ranging from a high 
of 44°, in one city to a low of 15% in 
another city. 


3. More than one person read the cir- 
cular. 66°, of the customers who re- 
ceived the circular reported that more 
than one person in the home read it. 


4. During the first week of interview- 
of all customers who reported 
receiving the circular came into the 
store to make a purchase as a direct 
result of reading the circular. During 
the second week of interviewing this 
dropped to 42 


ing, 60 


5. During the first week 17°% of total 
cash purchases in the test stores were 
made by circular customers. During 
the second week 11°% of total cash 
purchases in the test stores were made 
by circular customers. 


6. During the period under study the 
average sale to circular customers was 
$5.99 and to non-circular customers 
$4.72 

7. Circularized customers bought more 
frequently than those not circularized 
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—ani average of six purchases a year by 
the former, as against 4.8 purchases per 
year by the latter. 


8. There is a hard core of loyal “cir- 
cular” buyers. 32°% of all customers 
who reported receiving the circular 
said they had bought before from some 
previous circulars. 

9. Circulars pulled for a considerable 
period. 20° of circular purchasers 
who bought from previous circulars 
reported that they made purchases over 
one month after receiving a given 
circular. 

10. There was also considerable “chain 
loyalty.” 34°% of all customers re- 
ported that they had made purchases 
at other stores of this chain. 

11. Circular customers did not always 
buy an item they specifically came in to 
buy. About 18°% of circular buyers 
who came in to purchase specific items 
did not purchase these particular ones. 


12. A total of 78°4 of all customers 
not already on the mailing list, ex- 
pressed a desire to receive future direct 
mail circulars. 

13. The average annual expenditure in 
this chain of stores by the circular 


purchaser was estimated at $36.00—by 
non-circular purchaser $24.00. 


14. Approximately 14°94 of total vol- 
ume of sales during the test period of 
two weeks was directly attributable to 
circular purchases during this period. 


15. The following groups of persons 
tended to be more responsive to the 
circular: The 18-25 age group, fami- 
lies with two or more men, families in 
which a woman does the shopping 
(may be related to store location), 
higher income families, and white 
collar occupations. 


Dr. Starch emphasized that his sur- 
vey proved one important point: When 
retailers use direct mail, results cannot 
be judged solely by the number of 
mail orders received. The circular- 
receiving customers who come to the 
store (without mail ordering) buy more 
than the non-circular customers. 





“Battle lines and production lines depend 
upon communication lines—an art of patriot- 
ism in war and always a high human achieve- 
ment.” 


Quoted by ABWA President, ]. H. Men- 


ning, University of Alabama at the ABWA 
Convention, Hotel Sherman, Chicago. 


REPORT ON 
HOMEWORK FIGHT 


(for New Yorkers and all others 

interested ) 

The first hearing before the New 
York Board of Standards and Appeals 
was held on February 15, 1951 at Em- 
pire State Building headquarters. 

A group of about sixteen petitioners 
(consisting of lettershops, addressing 
contractors and list brokers) began pre- 
senting detailed evidence supporting 
their objections to the Corsi order re- 
stricting and regulating homework 
typing. Hearing was adjourned until 
March 9th. Following that . . . other 
hearings must be held, on the peti- 
tions of twelve or more other groups or 
individual organizations. 

First group of petitioners was re- 
presented capably by Benjamin Werne, 
who specializes in labor cases; teaches 
labor law and industrial relations in 
New York University’s School of Busi- 
ness Administration; and who is the 
author of several standard textbooks on 
labor relation laws. 

He will also represent other groups 
of petitioners against the homework 








@ 1951 Mailing List Guide now available 


We’re happy that we have the confidence of brokers 
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Benjamin Werne 
typing order . . . when their appeals 
are scheduled to be heard. 

Mr. Werne pulled no punches in his 
33 page “brief.” He listed point by 
point all the arguments advanced by 
the New York Labor Department in 
defense of the Order and then tore 
them down ... by witnesses and pre- 
cedents. 

For you who are interested in this 
hight ... we are listing the highlighted 
conclusions for each point in the argu- 
ment. 


CONCLUSIONS 

The order is invalid, unreasonable and 
wholly unjustifiable for the following reasons: 
(1) There is no conclusive evidence that the 
spread of homework constitutes a serious 
problem in this industry, 
(11, 111) Workers in the industry are protected 
by the Federal Wage-hour law. It is not 
lowical to claim that sub-standard wages are 
un issue. 
(IV) It is not within the province of the em- 
ployers to decide whether or not the benefits 
of so-called “social protection” measures arc 
to be extended to a group of emplovees. 


(V, VI) Clear tactual evidence is available 
taat eloquently testifies to the severe and 
continuing shortage of skilled typists for in- 
side work in the letter shop industry, and for 
offices of advertisers who do their own mailing 
work, 

(VII) Children do not take any part in home- 
work typing. Moreover, they are physically 
and mentally incapable of performing the 
work satisfactorily. 

(VIII) To most homeworkers, the income 
trom this source represents the difference b 

tween honest selt-sufficiency and hardship o 
the degradation of the relief rolls. 

(IX) All available facts point to the con- 
clusion that the large majority ot home 
workers are in no position to accept jobs 
in the shop, it homework should be restricted 
or abolished. 

(X) No sound basis for charging unfair com- 
petition has ever been esiabiished. In _ fact, 
the results of the order would be far more 
detrimental to sound effective competition 
between shops than the use of homeworkers 
could possibly be. 

(XI) Homework is “justified” in almost every 
case cited in the industry, yet the order aims 
to eliminate homework. 

(XII) Examining the intent of those who 
woud be assigned to administer this order, 
it is evident that eiimination of homework 
is the goal despite the allegedly “liberal” 
terms. 

(XII) Both federal and state constitutions are 
violated by the spirit and terms of this un 

constitutional order. 

(XIV) Typing is not within the scope of 
the homework law, which is designed to 
cover industrial homework only. 

(XV) Numbers of employers and workers 
alike are harmed by an order that would 
“correct” conditions in the industry that do 
not actually exist. 

(XVI) Terms of the order are discriminatory 
and unreasonable: its application at this time 


would be unrealistic. Typing is a non- 
mechanical operation that is a bottleneck in the 
industry. There is no machine to run over 


time to enable a business to meet emergency 
s.tuations. 

(XVII) Health and welfare of the hore- 
workers, and of the public, will be worsened 
rather than improved by the order. This is 
contrary to the expressed purpose of — the 
state’s legislation. 

(XVIII) Regulations are imposed uniformly 


SINC 


on all segments of an industry which differs 
vastly in the type and scope of operations 
performed from one shop to the next. The 
order was inspired by a union allegedly 
representing approximately 40 shops in New 
York City. There are some 700 shops 
throughout the state directly affected by its 
terms. Thus, 5.7% of the industry supported 
and initiated the order. Countless com- 
panies are seriously affected, therefore, with 
out representation or the opportunity to be 
heard. <A handful of those directly affected 
have inspired and engendered an order which 
becomes the law of the state. 

(XIX) Despite the hearing that was held, 
there was no opportunity for most of the 
industry people concerned to present facts on 
which the commissioner could issue a sound 
order. 

(XX) Letter shop businesses in this state 
will be unable to maintain their production 
and compete effectively for business if this 
unfair order takes effect. 

It will probably be a long drawn 
out fight. Board will not make a final 
ruling until all appeals have been heard. 

If the appeals fail before the Board 

. the next steps will have to be in 
the Courts. Watch for further reports. 


MASS MAILERS 
ARE OPTIMISTIC 


Lewis Kleid of Mailings, Inc., 25 West 
45th St., New York 19, N. Y. made a 
February mail survey of his special 
panel to check on January results and 
on mail order thinking in general. 
40°, of those responding reported 
optimism for mail order in the months 
to come. Only 13°4 were pessimistic; 
14°4 were uncertain as to the future. 
With the exception of one respondent, 
everyone reported Fair to Excellent re- 
sults on their January mailings! 3194 
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had Excellent results, 46°, Good and 
22% Fair. 


* * * 


In spite of this optimistic report .. . 
conditions in direct mail production 
shops around country were “spotty.” 
February was “worst for years” for 
many mailing concerns. Leaders con- 
sider it an “adjustment period” which 
will level off when new plans have been 
developed. 

The DMAA volume committee re- 
ported a January estimate of Direct 
Mail Dollars amounting to $90,672,133 
compared with $77,378,375 in 1950. An 
increase of about 17° 

We'll have the February figure for 
you next month. 


‘ 


THOSE DONKEYS 
AGAIN 


Someday, at a Direct Mail Conven- 
tion, we'll have to shoot on the spot 
Irwin Lynch of the Sun Spot Company 
of America, 1520 Ridgely Street, Balti- 
more 30, Maryland. He’s the fellow 
who, several years ago, started the 
search for the originator of the donkey 
cartoon. Caused us so much correspon- 
dence . . . we finally had to give up in 
despair. 

But, Irwin has revived the darn 
beasts. This time on a double post 
card mailing for a list cleaning effort. 





have 
rcard, We 
Om the attached POCaTd, iret 


your 
shown how Your Timing machine 









Kindly chee needed). 
to ws today. (no postage 
at _ Thanks! 


1y MERICA 
—_— OMPANY of AME® 
CO-OPERATION 4 SUN SPOT C SP ALTIMORE 3°, MD: 
Set ys2¢ RID 












a 
ur. George R. Jones, 
% John Doe Bottling Company, 
412 Main Street, 
e Snithville 3, Illinois * 














CORRECT OR INCORRECT? 
YES ; it’s correct. NO 


; it is not correct, 





and to have it right, make the change shown above. 











Says we'll have to dip the derby to 
those donkeys because they have 
kicked up his returns “plenty.” And, 
of course, the lesson they teach is just 
as timely today as when it was 
originated by ?? _..in ?? ... but 
let’s not get into that argument again. 
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“We seal 7,200 mailing pieces 
= an hour with this one machine” 


Says BILL SAGE, Gen. Mgr., 
Commercial Bindery, Inc., Detroit, Mich. 






; 4,750 ELABORATE MAILING 
HANDLES MOET KINDS, Sf rnted ECR an hour" up 1-20 a 
3x3” to 6x13" (1 . hour on simpler pieces! That’s the 
7 - safle = so kind of performance you'll enjoy with 
quoted on inquiry). ' this new “SCOTCH” Brand Auto- 
¢ matic Mailing Piece Sealer. It applies 
a neat one-inch strip of colored or 
transparent tape that seals as well as 
holds reply cards or inserts in place. 
Each piece is fed in, sealed and 
counted automatically. 


WANT A FREE DEMONSTATION? 
Write today to Dept. A.A.2, Minnesota 
Mining & Mfg. Co., St. Paul 6, Minn. 
No obligation, of course. 
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THE HOUSE OF ENVELOPES ... AND ENVELOPE IDEAS! 


If you'd like to receive our brisk little publication ‘THE 
POSTMARK," you have only to request it. Please use 
the coupon below. 


ARDOEN CiTy | 
EnvecorPe Co. 


3001 N. ROCKWELL ST. 
CHICAGO 18, ILLINOIS 






Garden City Envelope Co., 3001 N. Rockwell, 


Chicago 18, Ill. Phone COrnelia 7-3600 © 
(CD Please put my name on "THE POSTMARK" mail- I . 

ing list | 

My Name ee — i 

Company___ ‘ . — | 

Address . —_ — ] 














: MTT as 


: for Every Purpose 





Airplane Owners | Govt. Workers 
Alumnae Home Owners 
Births Housewives 


Boat Owners Mail Order Buyers 
Brides Manufacturers 
Business Execs. Neighborhood Lists 
Jr. Executives Pilots 

Canvassers Purchasing Agents 
Career Girls Professional People 
Catholic Buyers | Retailers 
Contributors —— 

Clubs & Members Television Owners 
Dog Owners Veterans 

Engineers Wealthy Men. 
Factory Workers Women 


Farmers Wholesalers 


99.000 COMPANIES 
| with | 
| 
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FINANCIAL SERVICES 


Write on your business letterhead 
for FREE Catalog 


DUNHILL tist'e0. ine. 


505 FIFTH AVE., N Y. 17, Plaze 3-0833 
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GENUINE 4-LEAF CLOVERS 
TIPPED TO YOUR LETTERS 
GET TOP READERSHIP!! 


The instant your letter is opened— 
up pops a perfectly-formed, perma- 
colored 4-leaf clover! 

You get immediate reader interest 
... increased selling efficiency. 
These famous Daniels-grown, GEN- 
UINE 4-leaf clovers can be tipped 
to your finished letters by Daniels 
experts or shipped direct to you 
Send for complete details today’ 


DANIELS CLOVER SPECIALTY CO. 


3901 Burlington Ave. N. + St. Petersburg, Flo. 


| [}4-leaf clover sample 
(} Catalogue of other 
| Daniels Clover Advertising 
| Specialties Mail to 
| Name - 
| Address 


1 city — Zone OO enemies 
L J 


| 


SHARP SHOOTING 


Roy Adler of Hodes-Daniel Co., Inc., 
352 Fourth Ave., New York 10, N. Y. 
is pretty much burned up over the tac- 
tics of one magazine to force renewals. 
A snippy letter from the “president” 
(enclosing bill) instructs subscriber to 
return issues in mail as “refused” thus 
relieving account of charge . . . if 
there is no intention of renewing. 

Roy’s letter to the “president” must 
have caused a lot of red faces. We'll 
withhold the name until they have a 
chance to clean up a thoughtless mess. 

Says Roy ... “It is not our regular 
custom to greet the mailman in the 
morning and ask him to wait while 
we go through the mail and make 
special notations on unrequested litera- 
ture before returning it to him.” 

The mails should not be used for 
bullying. 





GOOD WRITING 


A star should go to the Editor of 
“Mailway,” bulletin type house maga- 
zine of St. John Associates, Inc., 75 
West 45 Street, New York 19, N. Y. 
Here's the lead piece in the January- 
February issue: 


The Year Ahead 


What 1951 will bring no man knows. 
It might be a workable peace wrought 
by the tired and worried men in the 
United Nations. It might be the night- 
mare of a global war fashioned by the 
calculating opportunists in the Krem- 
lin. It might be the best of times; it 
might be the worst of times. But no 
man knows. 

We do know that the America of 
1951 will be a vastly different nation 
from that which, in 1950, saw the 
world’s uneasy peace destroyed on a 
day in June in a little known land 
called Korea. For it’s certain that the 
dream of a “bread and butter” economy 
which became, in turn, a falsely hope- 
ful “gun and butter” economy can no 
longer prevail—and it is equally clear, 
though not so universally accepted, 
that the new economy will be a “de- 
fense” economy. 

What this will mean can best be told 
by other men in other places. That’s 
for the statisticians, the economists, the 
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industrialists, and the government ofh- 
cials to explain and defend. All most 
of us can wish is that whatever is done 
be done well, whatever is planned be 
planned well, and whatever is spent 
be spent well. 

The everyday details and problems 
of doing business are another matter. 
There are going to be shortages—of 
both manpower and materials. In di- 
rect mail, for instance, paper is going 
to be in shorter supply—and that’s go- 
ing to mean making the most of what 
is available, as well as scheduling as 
far ahead as possible. And letting your 
suppliers in on your plans in advance 
will help them meet your deadlines 
and help others make theirs. 


EDITORIAL 
INTEGRITY 


Thanks and congratulations to our 
friend C. B. Larrabee of Printers’ Ink 
for taking a hefty swat at advertisers 
who demand more and more “ed:torial 
publicity.” A situation which seems to 
be getting worse ... rather than better. 
The best way for a magazine to lose 
face and the confidence of its readers 

. is to buckle down to demands from 
advertisers. Readers quickly detect and 
dismiss an obvious puff sheet. 

Says Mr. Larrabee: “The most pre- 
cious commodity an advertiser buys 
from an advertising medium is the 
integrity of that medium. And any ad- 
vertiser who lets himself forget that 
just doesn’t know what is best for 
himself.” 

Amen! 


THIS LETTER 
MADE A HIT 


Roger Clapp, DMAA Director (Lin- 
ton Brothers & Company, Fitchburg, 
Massachusetts) was pleased no end by 
a letter he received late in January from 
the Sun Oil Company, P. O. Box 1301, 
Providence 1, R.1. A filled-in, processed 
letter on 6'4 by 9 inch letterhead. 
Came by first class mail. Here is the 
copy: 


Dear Mr. Clapp: 

Ever since you first opened your 
charge account with us, you have been 
one of our good, prompt-paying cus- 
tomers—and we have been negligent in 
one important respect. 

Maybe you haven’t given it a thought, 
but it occurs to us that it has been a 
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fi long time since we've said, “Thanks Tells how to follow-up by phone and Appointments were broken . . . or 
— for your business. We appreciate your mail. Here’s a booklet which would just ignored. 
_ confidence.” prove valuable to every mail merchant Finally, in desperation, he wrote to 
one . ™ . re a. - RK: p i - . . . 
he The pleasant relationship and mu- in the country. Says the wind-up: a headquarters in Michigan. 
ent tual trust that have developed out of “The day has long since passed when Explained situation in detail. 
our dealings with one another are par- a man can set up shop and wait for Back came a form letter. A FORM 
“ms ticularly gratifying to reflect upon as customers to come in. Today, com- letter . . . poorly filled-in. Here’s the 
ter. the new year opens. petition in every business is keener copy: 
or We're looking forward to serving than it has ever been before. And the ii itins 
di- you this year and in the years to come, only way to build a sound, profitable We regret that you have found it necessary 
ing and we promise that, as always, we'll business is to hold on to every cus- to write us such as you have recently. It is 
go- make every effort to provide you with tomer you have: to sell those custom- = 2 gen that you be thoroughly 
hat highest-quality petroleum products— ers every service you are in business say ngiocne a ee, ee 
as at lowest possible prices. 7 to sell, then to set up an aggressive Our branch manager, whose name and busi- 
ur With kindest wishes for 1951, we are campaign to get mew customers. ness address are given above, is directly respon- 
ace Sincerely yours, “Customer control can help you ac- = for all — installations in your 
id SUN OIL COMPANY complish all three of these objections. ocality. Therefore, we are referring this matter 
s “ <i ae B <> tnkes a lietl ff oni ‘ill to him, and are ceriain that he will do every- 
(signed ) C. E. Ulry : ut it ta es a itte effort, and a will- thing possible to make your installation con- 
Credit-Manager ingness to follow through, if you want torm to the terms of our original agreement. 
? ; to get results.” In this connection, may we suggest that you 
REPORTER'S NOTE: Why don’t more com- reread your copy of the contract since this is 
panses use this simple ee of building the only record we have of our agreement. 
and maintaining good will? The good-paying In order that we may know when this 
customers a, —a pa Mr matter has been settled satisfactorily, our 
pay get all the attention o oe cock oe branch representative will ask you to sign 
partment. The big drives are made on pros- IMAGINE THIS a report, showing what has been done to 
pects. So... a pat on the back to Sun eliminate your complaint. Please do not 
Oil for its thank-you letter. hesitate to call your branch when- 
ur A reader of THe Reporter has long ever any additional service is required. 
2k been a user of a certain type of furnace. tensile — Are —_ Ailiaiie 
. . “: achine signec ) ue . ec 
“ He needed some advice on a contem- 
- lated change i f his installati Just imagi Th had | 
plated change in one of his installations. ust imagine. ere had been no 
oa CUSTOMER CONTROL He tried unsuccessfully for weeks to complaint about a contract or equip- 
aia get a date with local representative. ment. Customer simply wanted ad- 
se " , 
in Congratulations to somebody at Tex- 
me aco, 135 East 42nd St., New York 17, a 
d N. Y. for a wonderful booklet being 
suplied to service station operators and THE NATION'S TOP DIRECT-MAIL COPY WRITERS 
Pa their assistants. 24 pages, 6” x 9°—two 
colors throughout. With easy reading : , : : . 
ys . 8 y 5 will write your letters thru LETTERS ANONYMOUS! 
e 
j- 
it = If you have a mailbox, you_... has the “feel.” If you're directly com- 
- read our copy every week. And petitive, however, that particular one of 
maybe you've even said... “Now there’s us won't get your job. 
the kind of letter that would do a job for And every last one of us has a letter 
me—lI'd like to have that guy writing stored up inside that we've always wanted 
my stuff!” to write. An idea which doesn’t “‘fit’’ the 
Well here we are. Available. outfit we’re working for now. They're 
Just who? Not telling. No names, please. _ beauties for the right mailer. 
All of us have good, pleasant, rewarding, So just tell us your problem, and we'll 
full-time jobs. Doing what? Writing letters. write it off in a letter that is right for the 
Writing all kinds of letters for some of the job to be done. Tell us who's to get it, 
biggest, most successful mailers in the what it should do, how it’s to be repro- 
country. duced. Give us a hint about the whimsical 
Writing collection letters, promotion ‘“‘do’s’ and ‘“‘don’t’s” of the brass-hats in 
. letters, fund-raising letters, lead-building your front office. And samples of your 
letters, good-will letters, membership let- current pieces and of your product (if 
ters, renewal letters, old account letters, possible) would help. 
F : : : reply-to-complaint letters, and _ ringing, Now comes the how much. It depends 
words, cartoons and illustrations it de- resultful sales letters that jump that ‘ole on the writer for your job, and how much 
scribes how to handle and keep cus- percentage return! he values his spare-time these days. Not 
tomers. Gives statistics such as— And we're going right on writing those peanuts—we’ll be frank. Who wants to 
letters for well satisfied bosses . . . trade time in the SpringMaids for peanuts? 
¢ ; : : But who can’t use a few extra bucks? But reasonable. Persuasively reasonable 
68% drift away because of indifference i : 
545, heave unadinnted eulecenaes Salary freeze, you know. for the letter you'll get. Conclusively 
nt hice cee Mince cll ee a eee Chances are there’s one of us writing reasonable for the results it will bring. 
—_ 7 ° copy right now for a product or service Better write by airmail, if it’s quick 
CO, at. chewlees becuase SE teede closely allied to yours. Knows the tricks __ results you're after! 
3x, move 
seo LETTERS 
Then ... the booklet proceeds to 
show how to go about improving cus- 17 EAST 48TH STREET, NEW YORK 17, N. Y. 
tomer relations. Outlines record and 
list-keeping systems. 
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MOSELY 


DEPARTMENTALIZED 
GROUP SERVICE 


Can make YOUR 1951 VOL- 
UME MAIL ORDER SERVICE 
Produce MORE for YOU! 


@When you select MAIL ORDER LIST 
HEADQUARTERS to schedule all, or a 
substantial part, of your program of use 
of outside MAIL ORDER BUYERS and 
INQUIRERS for one-time rental address- 
ing, you receive not only INDIVIDUAL- 
IZED INTEREST in YOUR OPPORTUNI- 
TIES, but 6 skilled MOSELY DEPART- 
MENTS under one co-ordinated direc- 
tion go into action to open NEW MAIL 
ORDER MARKETS for you... to SPEED 
PRODUCTION, etc. . . . to help make 
your campaign highly sucessful to win 
New Mail Order Customers in Volume. 
Extra advantages for you—without 
extra cost! Write in detail TODAY, in 
confidence, to Dept. RE-la. 


MOSELY SELECTIVE LIST SERVICE 


Mail Order List Headquarters 


38 Newbury Street, BOSTON 16, Mass. 
COmmonwealth 6-3380 


Charter Member National Council 
of Mailing List Brokers 
NEW MAIL ORDER CUSTOMERS 
IN VOLUME 





FOR MORE SALES 
THROUGH THE MAILS 
Use SAWDON ORDER-VELOPES 
and COMBINE-FORMS 
These Combination Order Forms 

and Return Envelopes 


Will 
Increase Your Mail Orders 
Write for Specimens- Used by 
Leading Mail Order Companies 


THE SAWDON COMPANY, INC. 
484 Lexington Ave., New York 17, N.Y 








INTERESTED IN RICH 
FAST GROWING 
WESTERN M.O. 
MARKETS? 


WANT TO SAVE MONEY AND 
GET BETTER DELIVERY ON 


Western Mailings? 


Complete produced and 
mailed to your customers or to 
Western-built lists. 


Programs 


Write Ed Lefler for details, costs. 


Inquiries Answered FAST. 


Publishers Consultants 


INCORPORATED 
2500 W. 6th St. Los Angeles 5 
Phone DUnkirk 8-3237 














vice on revising equipment. Only com- 
plaint . . . the local representative was 
completely indifferent. But the form 
letter referred “complaint” to the repre- 
sentative. Final laugh . . . the repre- 
sentative got around to making a date 
later on . . . but his actions put him 
into further and complete disrepute. 
How any company (a large national 
advertiser) can be so callous is beyond 
belief. But the form letter in itself 
proves the callousness. So many com- 
plaints . . . a form letter is necessary? 
Or at least the thoughtless sales depart- 
ment thinks the form letter will do 
the trick. It does. Loses customers. 





COME ON, SAM, 
WAKE UP! 


Ad-man Joe Kesslinger has starred 
again ...in his lively house magazine 
called “Back Talk” published at 37 Say- 
brook Place, Newark 2, N.]. A power- 
ful eight page article on the “situation” 

. our slowness in waking up. Don't 
have room for all of it... but you'll 
get the idea from the concluding para- 
graphs: 

You are building up your striking 
power, Sam—but you're not moving 
fast enough. A \ot of it is the fault of 
people like me—little and big business 
and professional men. We hate to see 
anything happen to the even tenor of 
our ways. We don’t want our business 
volume to fall off, our living standards 
to drop, our kids yanked out of col- 
lege and drafted into the army. We 
were the same ones who badgered you 
about demobilizing and sending our 
kids home right after V-J Day. Hell, 
didn’t we win the war? Weren't we at 
peace with the world? We had no 
designs on anybody. So we put our 
ships and planes in mothballs and set- 
tled down to a great renaissance of 
American prosperity. But the Russians 
did not demobilize. And now we are 
confronted by our greatest peril since 
the Revolutionary War. 

Sam, after you wake up, you're going 
to have to wake us up to a bitter truth— 
that if the Russians beat us, our homes, 
our families, our businesses, our schools 
and churches will be nothing more than 
an empty memory. 

In their horrible perversion of the 
truth, the commies have tagged you a 
Warmonger. Accept the game with 
the name, Sam. If they force you into 
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a fight, then by God, fight ’em with all 
the fury and might at your command. 
After you have incinerated these would- 
be world conquerors and sent them 
scurrying into their black hells, keep 
a tight grip on things. Straddle the 
earth, Sam. Like a firm, but just 
father, ready to knock together the 
heads of recalcitrant children when 
they step out of line. That may be the 
only way to keep peace and freedom 
alive. The alternative is the death of 
communism. If you have any secret 
weapons, use them the first wrong 
move the Russians make. Don’t worry 
about the verdict of history—or you 
won't be around when the history of 
this era is written. 

There you have the thinking, the 
fears and the hopes of Joe Kesslinger, 
plain American. The fears and the 
hopes of millions of other plain 
Americans. 


EDUCATION VS. 
SELFISHNESS 


Personal Observations by H. H. 


It is high time for someone to speak 
out openly about an irritating situation 
which exists in the New York Hundred 
Million Club. The same thing has 
plagued other advertising, direct mail 
or service clubs . . . but we'll use the 
Hundred Million Club as an example. 

The Hundred Million Club was or- 
iginally organized by Fred Stone, Eric 
Brandeis, Bob Collier and others as a 
meeting place where large users of the 
mail could swap ideas. All proceed- 
ings entirely off the record. Free from 
pressure of selfish influences. 

The purpose was purely and solely 
educational with a natural mixing of 
social contact. Just as any business 
club is supposed to be. 

Gradually, the restrictions on mem- 
bership were softened to allow a few 
producers and suppliers of direct mail 
to come in. More or less as associate 


members without voice in the 
proceedings. Then more sellers were 
admitted and became vocally 
prominent. 

Finally a ratio of 25°% sellers to 75% 
user-advertisers was established. Last 
year when maximum membership 


figure was increased it was voted to 
freeze seller membership at the then- 
fixed figure rather than allow an in- 
crease by the percentage ratio method. 
This was done deliberately because 
“some” of the seller members had been 
harming the club by turning the 
monthly meetings into a market place. 
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In other words . . . openly soliciting 
business. 

The situation has become worse 
rather than better. I have received 
off-the-record comments from some of 
the largest user members. They some- 
times hesitate to go to meetings be- 
cause they don’t want to go through 
the embarrassment of being button- 
holed, pushed back in a corner and 
high-pressured into buying or hearing 
about a list or a new process. 

This has actually been happening. 
It is not a fairy tale. 

I know the officers of the club are 
worried about the situation. So why 
not bring the whole thing out in the 
open and be hard-boiled about it? 
Other clubs have. Some clubs have 
established a fining system to censure 
or penalize any member using the edu- 
cational meeting for direct solicitation 
of personal business. 

I have learned on good authority 
that the officers of the Hundred Million 
Club are seriously considering an 
amendment to the constitution. and by- 
laws which would set up a “qualifica- 
tion committee.” This committee would 
refuse to qualify for continued member- 
ship any seller who uses the club meet- 
ings for irritating and selfish promo- 
tion. Or who conducts himself in a 
manner which is detrimental to a high 
standard of ethics. 

My vote will be for such an amend- 
ment when and if presented. 

And in case I should be misunder- 
stood . . . let’s emphasize this: The 
majority of seller members of the Hun- 
dred Million Club have leaned over 
backward to avoid any semblance of 
on-the-spot selling or individual per- 
sonal promotion. They are smart 
enough to know that such tactics would 
eventually hurt themselves and the 
club. I could name scores of ultra- 
ethical members. 

It’s just too bad that a few spoiled 
apples ruin the whole barrel . . . and 
make a mess which requires a major 
cleaning operation. 

I may be sticking my neck out pretty 
far ... but I’ve seen other clubs dam- 
aged (nearly beyond repair) by the 
incessant selfish thoughtlessness of a 
few members. The Hundred Million 
Club is too good an idea to wreck. It 
should maintain its position as a rep- 
utable educational center devoted ex- 
clusively to the free interchange of 
ideas. If the trend toward buttonhole 
selling becomes worse the people with 
ideas will stay away in droves. 

I wish President Larry Chait and 
other officers the best of luck (and a 
lot of courage) in a mopping-up opera- 
tion. Don’t use soft soap. 

Somebody had to say it. So... 
it is said. 
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} Rates: $1.00 per line—minimum space 3 lines. 


Help and 


Situation Wanted Ads—50c per line—minimum space 4 lines. 








ADDRESSING 


FREE LANCE 





ADDRESSING $5.50 THOUSAND, “New list 
| 25 000 largest — ?— “9 . pean Se 
| No for our 
SPEED- ADDRESS KRAUS COMPANY 
ba 01 42nd St., Tillwell 4-5922 
Long Island City 4, N. Y¥ 





| 





ADDRESSING . 


| M. Victor—Addressing for the Trade 
| Rapid Service Unlimited Quantity 
Large Staff of Expert Typists 

eeu th Ave. Brooklyn 32 





Ul. 3-3800 





ADVERTISING AGENCIES 


| SELL YOUR PRODUCT WITH auliine 
mail order, agent ads. 
We show you how 
Martin Advertising Agency 
| 1SP East 40th Street, New York 16, N. Y 





l¢ BARGAIN MAILERS 





ee more orders, low cost illustrated 
|solored stock postcards. Samples. 
| Marvic, 46-07 48th Ave., Woodside, N.Y 





| DIRECT MAIL SPECIALIST 


An unusual and attractive opportunity 
in San Antonio. Texas is offered Mail 
| Order Specialist with proven record of 
| production. Must be good idea man, 
| familiar with layout, and capable of 
| writing result-getting sales copy. Our 
| business is firmly established and of- 
fers a bright future to the man who can 
qualify. Please give full particulars 
regarding yourself, background and 
salary wanted, in reply. William P 
Taylor, P.O. Box 2710, San Antonio, 
Texas. 











FOR SALE 


AUTO- TYPIST Push Button Dual Model 
in excellent condition. A. B. Murray 
Co., Inc., P. O. Box 476, Elizabeth, N. T 
El. 2-8182 

GRAPHOTYPES, "slightly used. About 
one year old. From private individual. 
Box 32, The Reporter, 17 E. 42nd St., 
New York 17. 


Inserting & Mailing Machine in “almost 
new” condition now available for im- 
mediaie delivery. Fool-proof machine 
gathers enclosures, inserts into enve- 
lopes, seals envelopes, prints postage 
indicia, counts & stacks. Requires serv- 
ices of only one person who can ac- 
complish mailing operations five times 
faster than manual setup using five 
people. Priced for quick sale. Investi- 
gate today! 
TOM DARLING 

Addressing Machine & Equipment Co 











29 E. 22nd St., N. Y. 10, ORegon 4-6400 


SKETCHES, DUMMIES, DRAWINGS 


FORMER DIRECT MAIL MANAGER 
AVAILABLE FOR FREE LANCE AS- 
SIGNMENTS. Nineteen years experi- 
ence with New York publisher of wom- 
en's and children’s magazines. From 
1947 through 1950 in charge of their 
Direct Mail Program. Experience in- 
cludes: planning and writing direct 
mail letters, brochures, house ads, copy 
for agents, agencies, schools, clubs, 
newsstands, book sales; list research 
and result analysis. Also editor of Com- 
pany house organ. Now living on West 
Coast, but will accept assignments from 
cll areas. Florence K. Peterson, 627 
Fairmount Road, Burbank, Calif. 


MAILING LISTS 
~ FINE CANADIAN MAILING LIST _ 
175,000 Mail Buyers on Elliott Stencils. 
Will rent to reliable house. Can mail. 
Write 
TOBE’S, Niagara- on-the-Lake, Ont. 








WANTED-—Mailing Lists of Firms or 
Individuals who have bought Industrial 
or Shop Tools by Mail. E. C. Gomes, 
714 Trinity, University City 5, Missouri. 





MULTIGRAPHING SUPPLIES 


RiBBONS, INK AND SUPPLIES for the 
Multigraph, -Dupligraph and Addresso- 
graph machines. We specialize in the 
re-manufacturing of used ribbons. Chi- 
cago Ink Ribbon Co., 19 S. Wells St., 
Chicago, Ill. 








OFFSET CUTOUTS 





MOST COMPLETE service in U. ‘Ss. Just 
published—OFFSET SCRAPBOOK #7, 
950 reproduction proofs of promotional 
headings, catch words and art panels, 
only $3.00 postpaid. Literature free 
A. A. ARCHBOLD, PUBLISHER, 1209-K 
S. Lake St., Los Angeles 6, Calif. 


PHOTOGRAPHS 


Over 20 million negatives in photo files 
of hundreds of Govt. Agencies and 
other Washington sources available 
for search. Universal subject range. All 
useful editorially; advertising often re- 
quires selections avoiding identifiable 
persons. Explain your needs fully. We 
will search and send 8x10 glossies on 5 
day approval. Search fees $15 for the 
first picture used; $6 each additional; 
three a minimum selection. Write, wire, 
Washington Commercial Co., Dept. O, 
1200 15th St., N.W., Washington 5, D.C 











TRADE IN 
WILL TRADE going RECORD STORE, 
Oakland, Cal. for offset, other direct 
mail equip. 3261 Grand Ave., Oakland 
10, California 





Direct to your desk by mail from my home. 





RAYMOND LUFKIN ''SexiSely New Sense 
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nr When researchers find that some ad- 
On e Adve rtisi n g Ma n vertiser has cashed in on calling a prod- 
uct “New,” it gives another advertiser 
a “rough idea” for a “fresh approach,” 
such as “amazingly new,” “newer than — 
to An other new” or “newer than the newest.” a 
White has been “freshened” to “Whiter ss 
- 9 than White,” bright to “Brighter than Shapi 
GEORGE KINTER’S MONTHLY LETTER EXPRESSING Bright” and “Wet” to “Wet as Water” —" 
ONE MAN’S OPINION and “Wetter than Water.” And boy, _— 
oh boy, what a chain of “fresh ap- 
My face, Henry, has lost, for a time “The ad manager didn’t think it proaches” — started by old Doctor ern 
at least, some of its redness. was funny. ‘Give ’em a chance,’ he Beecham’s singing commercial: 
Maybe I told you before what caused advised. “They don’t mean they'll give Hark the herald angels sing, Rave 
‘ be = sf : , Beecham’s pills are just the thing True, 
its redness, but if I did you probably you the finished job—just a_ verbal Denes on eae aud ance eee 
have forgotten. description.’ Two for man and one for child. amet 
Back more years than I like to think “*Ten minutes,’ we said. If I were active in advertising as I _— 
about, I answered an ad for an adver- “We left the office and called the was ten or fifteen years ago, I would re 
tising manager for a small manufac- boys together. certainly subscribe to the “Advertising ArroN 
turing concern. My reply won an inter- “Ten minutes later we were in again. Executives’ Idea Library.” The mental on 
view, but .the interviewer didn’t seem ‘Here are the suggested campaigns,’ fatigue it would save ‘in thinking up sail 
much impressed with my experience, we said. ‘They are in the rough idea original “fresh approaches” and “new 
which was nil. But he was “fair.” stage of course. One of the men did campaigns” would be worth many ates 
Picking up a pair of scissors from his a few quick sketches and . times its cost. R. A 
desk he said: “*Never mind the excuses!’ roared =; 
_ “We do not manufacture these, but our client. ‘The first two are good A world-shaking news release has Thon 
if we did, and we hired you, how ‘ and so is this one... and this. cust reached me. It also has to do with po 
would you go about advertising them? How in the world did you do it? suenenth, The “ennteten” tox tite aaa 
Now had I said, “Well, Mister, if By this time, Henry, I was on the “Research” is “Marshmallow.” May not 
I could tell you that right off the reel | edge of my chair—as curious to learn sound Ihe 0 vere Seen foundision. bet the 
wouldn't have answered your ad. Td the “secret” as was the agency's client, the picture accompanying the release, Dick’ 
be holding down a high-salaried job and I read on to discover that the of eight stalwart men and a leeds oes 
right now. But, having been for agency was a subscriber to the Ad- lady gazing with rapture at a plate Repl 
several years a constant reader of all vertising Executives’ Idea Library,” a heaped with the cunfecion teustin Phili 
the advertising journals then in the service of a Research Bureau in Chi- confidence that it will support the edu- 
held, | knew the answer and told him, cago, that “employs a staff of people cational program planned to acquaint — 
in less than ten minutes, just how I to comb every newspaper and maga- the public with new uses for it. — 
would advertise the scissors. zine published to learn what the lead- View fe Mitchendliew Renech 
When I hit the fresh air I realized ing advertisers are using to sell their eseiitien’ Ame 
I had made an ass of myself, and I client’s products.” oases aon, iain: amiiiliceas pA 
kicked same all the way home. My With this idea file, all the agency has Whee Gacsge Siete cel Gs taste tor con 
face became very red and down through to do when its client demands a “fresh this month's letter he knew nothing Gare 
the years it has grown a deeper red approach” or a “new campaign,” is whatsoever about a certain legal action in a 
every time I have lain awake at night wet his thumb and go through the which this reporter hes been cttempting to M. & 
. sage ” . act as an arbiter. So... George. and other McG 
trying to solve lesser problems than library” to see what other advertisers sendess wil pedhalily bo cumieed @ te Mas 
the one I solved in less than ten are doing. similarity of thought between his letter and b ved 
minutes. Well, this is virtually what I did the article on page 17 entitled: “Thievery Ten: 
But the opening to a two-page letter when my prospective employer asked in Advertising” Ten 
I received recently, dissipated some of me how I would go about advertising oe 
the redness in my face. From it I the scissors . . . I wet a mental thumb The 
learned that ten minutes is sufficient and went back through the stuff I had AMERICA’S FIGHT oi 
time to come up with a “new approach read in advertising journals . . . but I Gar 
in advertising. The letter carrying a guess the reason I didn’t land the job a 
pen-and-ink sketch of a man with a was because I came up with only one FOR SURVIVAL 
happy smile, starts off ... idea instead of ten. Hiland G. Batcheller, Chairman, Al- The 
“We'd had this account about a Anyway, the letter reduced the red- legheny Ludlum Steel Corporation, 
week. The president of the company ness my face had been carrying down Pittsburgh, recently made a hard-hit- — 
came in with his ad manager and just through the years. It brought the re- ting, sound-thinking talk before the Dat 
like that demanded a fresh ap- alization that I had started off on the Industrial Advertising Council of Pitts- 1? 
proach, a new campaign, the basic idea right track to success .. . but not under burgh. We've read it a number of am 
for a six month’s series. enough of steam. Had I come across times . . . trying to dope out some easy ei 
“Okay,” we told him. ‘Okay, give with nine more of other people’s ideas, way to digest it. But it cannot be ab- 7 
us ten minutes and we ll give you ten I might now be sitting in a vice presi- breviated . . . without losing the punch. aa 
ideas, each of which you may be able dent’s chair in some big agency Suggest you write to Robert G. Croyle Aré 
to use.’ maybe with a calloused thumb and fore- of the National Supply Company, P. O. pee 
“For a moment he leaned back in finger, but nothing on my mind. Box 416, Pittsburgh 30, Pa. for a mim- - 
his chair. His face had a blank look. Newspapers, magazines, direct mail eographed copy. Mr. Croyle is Chair- Lee 
Then he actually snickered. Yes, and the air today are full of such “fresh man of Public Relations Committee he 
snickered is the word. approaches” and “new campaigns.” of the I.A.C. aa! 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING 
Creative Mailing Service, Inc.......24 South Grove St., Freeport, N. Y. 
ADDRESSING — TRADE 
Shapins Typing Service.......... 68-12 Roosevelt Ave., Woodside, N. Y. 
TE, Ws sc cevsstennsas . ...3902—9th Street, Brooklyn 32, N.Y. 


ADVERTISING AGENCY 
Martin Advertising Agency. 5PA East 40th St.. New York 16, N.Y 


ADVERTISING ART 
1345 Green Court, NW., Washington 5, D. C. 
.116 West Clinton Ave., Tenafly, N. J. 


AUTOMATIC INSERTING 
160 Fifth Ave., New York 10, N. Y 
30 33rd St., Long Island City 1, N.Y 


John Guthrie 
Raymond Lufkin 


Raymond Service, Inc. ° 
True, Sullivan, Neibart Assoc 


AUTOMATIC TYPEWRITERS 





Amer. Automatic Typewriter Co.,..610 N. Carpenter St., Chicago 22, Il) 
Robotyper Corporation. . ...18050 Ryan Road, Detroit 34, Michigan 
AUTOMATIC TYPEWRITING 
Ambassador Letter Service Co......... 11 Stone St.. New York 4, N. Y. 
Arrow Letters Corp. ~.....307 West 38th St.. New York 18, N. Y¥ 
Davai BB. Paemase... occscvcessas 41712 E. Capitol St., Jackson, Miss. 


BINDING EQUIPMENT 
General Binding Corporation. .808 W. Belmont Ave., Chicago 14, Illinois 


BOOKS 
Graphic Books, Inc...........17 East 42nd St., New York 17, N. Y. 


BRITISH & EUROPEAN LISTS & CAMPAIGNS 
R. Aynsley-Coope: Villa Rd., P. O. Box 136, London, S.W. 9, England 


COLLATING MACHINE 


Thomas Mechanical Collator........ 30 Church Street, New York, N.Y. 
COPYWRITER (Free Lance) 

James Henderson...... cocccesesewe .Box 126, Sherwood, Ohio 

Mat G. VFOreh.«cecase : 15 Washington Place, New York 3, N. Y. 


DIRECT MAIL AGENCIES 


D. H. Ahrend Company, Inc.....325 East 44th St., New York 17, N. Y. 

Circulation Associates............ 1745 Broadway, New York 19, N. Y. 

Dickie-Raymond, Inc............... 80 Broad Street, Boston 10, Mass. 

Duffy & Fabry, Inc............. 633 N. Water St., Milwaukee 2, Wis. 

Mailograph Co., Inc.............39 Water Street, New York 4, N. Y. 

Reply-O Products Company....150 West 22nd St., New York 11, N. Y. 

Robertson & Buckley, Inc.........4 57 E. Jackson "Blva., Chicago 4, Ill 

Philip J, Wallach Company.......... 220 Fifth Ave., New York 1, N. Y. 
DIRECT MAIL COPY WRITERS 

Letters Anonymous............ 17 East 48th St., New York 17, N. Y. 
DIRECT MAIL TRAINING COURSE 

eee BR. coc kécuvecuccadcaaves 17 East 42nd St.. New York 17, N. Y. 

ENVELOPES 
American Envelope Mfg. Corp.....26 Howard St., New York 13, N. Y. 
The American Paper Products Co.............-++. East Liverpool, Ohio 


Atlanta Envelope Company........ *ost Office Box 1267, Atlanta 1, Ga 
Cupples-Hesse Corp.....417 Kingshighway Blvd., St. Louis 15, Mo. 
Samuels Cupples Envelope Co., Inc...360 Furman St., Brooklyn 2, N. Y. 

Garden City Envelope Co... 3001 North Rockwell St., Chicago 18, Il. 
Gray Envelope Co.. endieCe wea .55—33rd St., Brooklyn 32, N. Y¥ 
Hi-Speed Envelope Co........... .160 West 22nd St., New York, N. Y. 
M. & G. Envelope Company...... .20 West 22nd St., New York, N. Y. 












3 3ill Paper Products, Inc..... 01 Park Ave., Minneapolis 15, Minn. 
Massachusetts Envelope Co.....641-643 Atlantic Ave., Boston 10, Mass. 
The Standard Envelope Mfg. Co...1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation. ...522 Fifth Avenue, New York 18, N. Y. 


19th & Campbell Sts., Kansas City 8, Mo. 
Tension Envelope Corporation 01 Southwest Ave., St. Louis 10, Mo. 
Tension Envelope Corporatio. ..123-129 N. Second, Minneapolis 1, Minn. 
Tension Envelope Corporation....1912 Grand Ave., Des Moines 14, Iowa 
United States Envelope Company..............-. Springfield 2, Mass. 
The Wolf Envelope Company....179-81 E. 22nd St., Cleveland 1, Ohio 
ENVELOPE SPECIALTIES 
Curtis 1000, Inc re é .380 Capitol Ave., Hartford 6, Conn. 
Garden City Envelope Co.....3 "3001 North Rockwell St., Chicago 18, Ill 
The Sawdon Company, Inc.....480 Lexington Ave., New York 17, N. Y. 
Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 


HOUSE ORGANS 


Tension Envelope Corporation, 






The William Feather Co........... 812 Huron Road, Cleveland 15, Ohio 
LABEL ae 
Potdevin Machine Company.......... 281-38th St., Brooklyn 18, N. Y. 


LETTER sanauiie 
Daniels Clover Spec. Co...3901 Burlington Ave., N., St. Petersburg, Fla. 


Seetits COMBOG . <c ccc ccctuscesa 45 West 45th St., New York 19, N. Y. 

B. BORER. . occccvcccccccses 111 West Jackson Blvd., Chicago 4, II. 

August Tiger.......cccesccccceeel 545 Fifth Ave., New York 17, N.Y. 
MAIL ADDRESSING STICKERS 

Eureka Specialty Printing Co...............+:. Scranton, Pennsylvania 


MAIL ADVERTISING SERVICES (Lettershops) 
Advertisers Mailing Service, Inc...915 Broadway, New York, 10, N. Y. 
Ambassador Letter Service Company..11 Stone St., New York 4, N. Y. 


Ardlee Service, Inc.. . .28 West 23rd St., New York 10, N. Y. 
Benart Mail Sales Service, Inc...228 East 45th St., New York 17, N. Y. 
Century Letter Co., Inc........... 48 East 21st St., New York 10, N. Y. 
Mary Ellen Clancy Company....250 Park Avenue, New York 17, N. Y. 
A. W. Dicks & Co.............386 Victoria St.. Toronto 2, Canada 
Lee Letter Service............ 19 West 44th St., New York 18, N. Y. 
The Letter Shop......... .214 Mission St., San Francisco 5, Calif. 
Mailograph Co., Inc.................39 Water St., New York 4, N. Y. 
Mailways......+.+4+- 200 Adelaide St., West, Toronto 1, Ont., Canada 
MARCH 1951 


The Rylander Company.............. -19 S. Wells St., Chicago 6, IIL. 

The St. John Associates, Inc..... 74 West 45th St., New York 19, N. Y. 

Woodington Mail Adv. Service...... 1316 Arch St., Philadelphia 7, Pa. 
MAILING EQUIPMENT 

Inserting & Mailinse Machine Co........... Phillipsburg, New Jersey 


MAILING I. ISTS—Brokers 
George R. Bryant Co., Inc Madison Ave., New York 22, N. Y. 
D-R Special List Bureau. ...80 Broad St., Boston 10, Mass. 
Walter Drey, Ime.,...cccccce Fourth Ave., New York 10, N. Y. 
er 76 Ninth Ave., New York 11, N. Y. 
Willa Maddern, Inc. .215 Fourth Ave., New York 3, N, Y. 
Mailings, Inc TTT TTC ee West 45th St., New York 19, N. Y. 
Mosely Selective List Service. 38 Newbury St., Boston 16, Mass. 

















Names Unlimited, Inc........... 352 Fourth Ave., New York 10, N. Y. 
eS eee Broadway, New York 10, N. Y 
James E. True Associates. ...47-30 33rd St., Long Island City 1, N.Y. 


MAILING LISTS—Compilers & Owners 

Advertising Letter Service....2930 East Jefferson Ave., Detroit 7, Mich. 
Associated Publicity Service.... $4 Sixteenth St., Port Huron, Mich. 
Bookbuyers Lists, Inc ‘ . sroudway, New York 13, N. Y. 
Boyd's City Dispatch, Inc...114-120 East 23rd St., New York 10, N. Y. 
Creative Mailing Service, Inc..24 South Grove St. : "Freeport, Be, Seg Baw Bo 
Dunhill List Company.......... i5 Fifth Ave., New York 17, N. 
Fisher-Stevens Service, Inc... Hudson St. New York 14, 
Industrial List Bureau. Astor Place, New York 3, N. , < 
J. R. Monty’s Turf Fan Lists. .201 East 46th St., New York 17, N. Y. 
Official Catholic Directory Lists....12 Barclay St., New York 8, N. Y. 
W. S. Ponton, Inc..... Avenue of the Americas, New York 11, N. Y. 
Pronio Addressing & Mailing Service. .15 Laight St., New York 13, N. Y. 

SS  — ee ree 1400 Elizabeth St., Redlands, Calif. 
Oe re ....90 Fifth Ave., New York 11, N. Y. 


MATCHED STATIONERY 
Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 


MESSENGER SERVICE 




















Airline Delivery Service..... 60 East 42nd St., New York 17, N. Y¥. 
METERED MAIL EQUIPMENT 

Pitmer ewes, BG. oe sc cccceessescercesvecesees sesame, Cnn 
MIMEOGRAPHING 

Northern Copywriter Service........212 High St., Ishpeming. Michigan 

MIMEOGRAPH MACHINES 

A. BD. DIR Compe ..0scncscccet 5700 West Touhy Ave., Chicago 31, Ill. 
PRINTING 

Bachman Reproduction Service..... 50 E. 43rd, New York 17, N. Y. 

The Litho Studio, Inc.,.......... 49 East Ist Street, New York 3, N.Y. 


McCormick-Armstrong Co., Inc.....1501 East Douglas, Wichita 1, Kan. 


PAPER MANUFACTURER! 


i, ae Be |, SRO REEEE ESTER CTT ee Appleton, Wisconsin 
Bammernstll Paper Company . ccc ccccescvosvessseecve Erie, Pennsylvania 
International Paper Company....220 East 42nd St., New York 17, N. Y. 
Mead Sales Company...... 819 Public Ledger Bldg., Philadelphia 6, Pa. 
Rising Paper Company............. .....Housatonic, Massachusetts 
PHOTO ENGRAVEKS 
Pioneer-Moss, Inc........ ....460 West 34th St., New York 1, N. Y. 
PHOTOGRAPHS 
Nye Catchers.......... exscose an 38th St., New York 16, N. Y. 








Washington Commercial Co, 1200—15th St., N. W., Washington 5, D, C. 


PLATES & STENCILS 
Columbia Ribbon & Carb. Mfg. Co., Inc.Herb Hill Road, Glen Cove, N.Y. 


Peeeseene Mame, Be... sc écccsccnavtas 2 Main St., Bridgeport 1, Conn. 
POSTCARDS 
Moss Photo Service, 'nc....... 155 West 46th St., New York 19, N. Y. 
PRINTERS & LITHOGRAPHERS 
SPOONS. occ accesses eaeges 335 Adams St., Brooklyn 1, New York 








CE ON on 66 0 nce KHS swkeesases engi badass South Lancaster, Mass. 
McCormick-Armstrong Co., Inc..... 1é 501 East Douglas, Wichita i Kan. 
ee Te OE Ts 6 cee tcc xntavese 30 Irving Place, New York 3, N. Y. 
Pasndias Printere anmG Pubbiahers. 2.0. .cccccvccesseves Paradise, Pa. 
Peerless Lithographing Co....... 4305 Diversey Ave., Chicago 39, II. 
Stecher-Traung Litho. Corp... 274 N. Goodman St., Rochester 7 F. 
PRINTING EQUIPMENT 
Harris Seybold Company.......... 4510 East 71st St., Cleveland 5, Ohio 
QUANTITY PHOTOGRAPHS 
Moss Photo Service, Inc..... .155 West 46th St., New York 19, N. Y. 


REBUILT MAIL ROOM MACHINES 
The Adamm Company.. 0 Third Avenue, New York 10, N.Y. 
SEAL ING MACHINES 
Minnesota Mining & Mfg. Co.....900 Fauquier Ave., St. Paul 6, Minn. 


STAPLING M/ wy 





ee | APET Te -72 Jay St., Brooklyn, N. Y. 
STENCIL CUTTING & pent Rereed 
Creative Mailing Service, Inc.......24 So. Grove St., Freeport, N. Y. 


TRADE ASSOCIATIONS 
Direct Mail Advertising Assn.....17 East 42nd St., New York 17, N. Y¥. 
Mail Advertising Service Assn...18652 Fairfield Ave., Detroit 21, Mich. 





TYERS 
National Bundle Tyer Company...........ceeeee8. Blissfield, Michigan 
TYPE FACES 
American Type Founders Sales Corp......... Elizabeth, New Jersey 
Sa ae ee ae oe .1423 Roscoe St., Chicago 13, TN. 


TYPEWRITERS 
International Bus. Machines Corp...590 Madison Ave., N. Y. 22, N. Y¥. 
Reminxton Rand, Inc.........4 315 Fourth Avenue, New York 10, N. ¥. 
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SHORT NOTES 
DEPARTMENT 


(Continued from page 11) 


N. W., Washington 6, D. C.) wrote a 
terrific answer to this complaint .. . 
but the letter has not been used. In 
a nutshell, how about the waste in a 
magazine circulation. Every reader is 
not a prospect for every advertiser. 
The mail order people buy or rent a 
list because it has worked percentage- 
wise in a test. So why condemn direct 
mail because one prospect on a certain 
list was definitely not a prospect? 


eee 


@ A VALUABLE REPORT has been is- 
sued by the Association of National 
Advertisers, Inc., 285 Madison Avenue, 
New York 17, N. Y. It is a review of 
the Treasury Department's policy on 
advertising from the tax standpoint. 
It was issued after intensive consul- 
tation with the officials of the Bureau 
of Internal Revenue. The association 
may release copies to non-members... 
but in case you cannot get a copy. 
one of the members may share his 
knowledge with you. The advertising 
picture is not gloomy . . . but it is 
wise to be prepared. 


* 


@ FOR A SOUND ANALYSIS of selling 
possibilities in the future, write to Har- 
old A. Wilt of J. Walter Thompson 
Company, 420 Lexington Avenue, New 
York 17, N. Y. and ask for the new 6 
by 9, 36-page booklet titled: “Market- 
ing in a Defense Economy.” It is a 
very serious review of America’s ability 
to produce, a review of our obligations 
to continue a productive economy in 
order to {fulfill a war economy. It poses 
a thought: “The demands of defense 
call not for contraction but for ex- 
pansion of our whole economy!” We 
think this book deserves a STAR. 


App 
@ LETTERS WITHOUT ENVELOPES is 
a dangerous subject ,., but Vic Saw- 
don (420 Lexington Ave., New York 17) 
suggests it might be a good idea to start 
thinking on the subject. It was ser- 
iously discussed in World War II. Re- 
member V-mail? The letter form which 
could be folded into a self-enclosed 
mailing piece. Such a form, if adopted, 
would save about fifty per cent of all 
the paper used in business correspon- 
dence. There was much antagonism 
against the jdea during the last war, 
but things have changed. Almost all 
envelope manufacturers have equip- 
ment which can now produce such let- 
terheads on machines which ordinarily 
manufacture envelopes. The whole 


idea is far from new. George Wash- 
ington used such a form before en- 
velopes were invented. If the paper 
situation gets progressively worse, 
some of us should take up the idea 
of a business correspondence sheet 
which would save fifty per cent of 
the paper. At least it is worth thinking 
about. 


eed 


@ COUPONING is getting to be a big 
business. We reported several months 
ago how The Reuben H. Donnelley 
Corporation was couponing the Chi- 
cago market . .. with cash discount 
coupons sponsored by national manu- 
facturers of brand names. The project 
has now been extended to eighteen 
major markets across the country. And 
another company, Hecht-Arms Com- 
pany. 179 Eleventh Street, San Fren- 
cisco 3, California is covering the 
Western market with the same sort of 
idea. We will be interested in a final 
report on the actual results of this 
couponing campaign. We have always 
been a little leery of the idea of using 
direct mail for combined mailings of 
a number of individual companies. 
But this idea has possibilities. 
— 
PPP 


@ A TRAFFIC COURT JUDGE has 
turned to direct mail ... to break the 
jam in manpower. Chief Magistrate 
John M. Murtagh recently instituted a 
new procedure in New York's traffic 
court to eliminate the use of 
police officers. People who do not 
respond to summonses receive citations 
in the mail. That mailed notice brings 
them in in droves, which again proves 
the power of direct mail. 


— 
eee 


@ LAW ENFORCEMENT OFFICIALS in 
New York have cracked down on the 
“boiler room” operators. That is the 
trade name for fake charity telephone 
solicitors. Although this is not con- 
nected directly with direct mail, it has 
an influence or bearing on direct mail. 
These “bojler room” operators use all 
sorts of prominent names to induce 
“sucker list” prospects to underwrite 
charities. High-pressure salesmanship 
is used. District Attorney Frank S. 
Hogan has recently put out of business 
a number of the “boiler room” operators 

- by planting fictitious phone so- 
licitors, 


a 
eee 


@ MANY MAILERS are up in arms 
about the ever-increasing slowness in 
the delivery of third class mail. One 
of the worst cases reported to us was 
a mailing by the National Retail Dry 
Goods Association on December 26, 
1950 inviting exhibitors at the January 
8 to 12 New York Convention to at- 


tend a dinner. Paul Meelfeld of Hinde 
& Dauch Paper Company, Sandusky, 
Ohio received his invitation on Janu- 
ary 25, 1951—13 days after the con- 
vention closed. 

Several of our readers have com- 
plained about the delivery of duplex 
envelopes (where first and third class 
pieces go in same package). The 
Creditors Service Trust Company, 416 
West Jefferson Street, Louisville 2, Ken- 
tucky tell us some of their duplex pieces 
are taking as much as 30 days. Of 
course, the Post Office considers these 
packages as third class even though a 
first class letter is attached. But all evi- 
dence points to the fact that there has 
been a terrific letdown in Post Office 
service. 


eee 


@ ONE THING YOU CAN DO to speed 
delivery. Don’t depend on directory 
service by the Post Office. It is prac- 
tically non-existent under Postmaster 
Donaldson's austerity campaign. Ail- 
ways include complete name, ad- 
dress and zone number in all your 
advertising. 


| 
oad 


@ ONE WAY TO GET SPEED. If you 
use air parcel post always remember 
you can include a personal letter or 
other written matter in the package 
without extra cost. There is a pecu- 
liar quirk in the regulations. You are 
not allowed to place letters in ordinary 
parcel post packages. But all first 
class air mail becomes air parcel post 
when it goes over eight ounces. So 
feel free to use whatever written mat- 
ter you want in air parcel post. 


JJ] 


@ HERE WE GO AGAIN! Chairman 
Murray of House Post Office Committee 
threw into the legis!ative hopper admin- 
istration-sponsored H.R. 2982. Public 
hearings started March 6. Again... 
all mail users are howling bloody mur- 
der. _Postmaster General Donaldson is 
asking for a two-cent rate on post and 
postal cards, and a 2 cent minimum on 
all third class mailings (100% increase 
on both). He asked for a 50% increase 
on second class (magazines and news- 
papers) with a minimum of one-eighth 
of one cent per piece on all second 
class (excepting the exceptions). An- 
other example of legislative mathemati- 
cal legerdemain. Soak hardest the 
lowly post card and circulars ... the 
users of which are less vocal. _Tread 
more lightly on the biggest loss item 
(second class) because users of it can 
bring the most pressure. _If someone 
had the nerve to fix a one cent mini- 
mum on all mail ... many problems 
could be solved. We'll report next 
month. In meantime - protest to 
your Congressman. Send us copies of 
your letters. 
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